PUBLISHED FOR ALL RETAILERS OF ELECTRICAL HOME EQUIPMENT 


Price ents 
McGraw-Hill Publishing Company, inc. 
I~ & 4 
q xt 
q ~ f a 


WASHES 
all kinds of clothe. 
.-in large or small quantities 


You wouldn't sell a cook stove 
that couldn't cook all kinds of food 
—then, why sell a washer that 
doesn’t wash all kinds of clothes— 
wash them safely in either a small 
amount of water ora whole tubful? 


Only Apex washers with the 
Patented Double Dasher and 
Pressure Selector Wringer assure 
utmost safety in washing and 
wringing both silks and woolens. 


When you sell Apex to your cus- 
tomers, you sell with the assurance 
that you have provided a washer 
that will wash and wring all kinds 
of clothes, and wash and wring 
them safely for years and years 
to come—as only Apex gives 
you these Big 3 selling features. 


e Apex Double Dasher 
e Apex Pressure Selector 
e Apex Modern Styling 


The most BEAUTIFUL, USEFUL, 
DURABLE WASHER eve: made 


Within a single washer Apex gives you rigid con- - Apex cleaners, ‘gllhers iron 
struction of welded steel and lifetime mechanism and refrigerators are backed 
that it may endure with the years, gives you grace- scientific research and 23 years 
ful modern styling to win instant feminine approval ' manufacturing experience — yc 
. gives you three Big exclusive selling features | E assurance of perfect satisfactic 
that actually make Apex the one, real, outstand- i q Write today for full line c 
ing washer on the market today. Tie to Apex and ; 4 his ROTAREX CORP. « Cleveland, 
you tie to increased sales... and increased profits. Subsidiary of The Apex Electrical Manufacturing 


West of Denver, Apex Rotarex Mfg. Company, Oakland, Calif. 
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Robinson-Patman Price Discrimination Act 


LECTRIC appliance distribution 

like other business is likely to 

undergo some changes in practice 
because of the Robinson-Patman Price 
Discrimination Act, which has been a 
law since June 19. 

There is no official interpretation yet 
available. Business is groping in the 
half light of conflicting opinion. Trade 
associations and publications are being 
continually asked: “What does it 
mean ?” 

The writer has been struggling for 
days with an ever growing mass of 
interpretation and comment from news 
bureaus, lawyers, associations and 
economists. There is much difference 
of opinion from the various interpret- 
ers. The law is not clear on some 
important points. The following is a 
digest of the least disputed opinions 
from a number of sources. 

The majority opinion seems to be 
that the law is “big stuff.” Also it will 
have a disturbing effect on selling prac- 
tices and policies for some time to come. 
But it does represent an approach to a 
more equitable price system and meets 
the discontent of the small business 
man at preferential price policies which 
have threatened his business for years. 


Equal Prices 


HE essence of the law is that all 

customers of the same functional 
type (wholesale, retail) must be treated 
alike on price. The law prohibits price 
discrimination between different pur- 
chasers of commodities of like grade 
and quality. 

Price discrimination becomes a per- 
missible differential only when: 

(a) It is quantity discount not ex- 
ceeding the difference in cost of manu- 
facture, sale or delivery. 

(b) It relates to a different method 
of operation or dealing and does not 
exceed the resulting difference in cost 
of manufacture, sale or delivery. 


(c) It represents a price change in 
response to charging market conditions. 

(d) It involves services or allow- 
ances which are available in equal pro- 
portions to all customers. 

Note that differential exceptions 
based on quantity may not be arbitrarily 
fixed. The manufacturer may reduce his 
price for a quantity only by so much 
as he actually saves in production, sale 
and delivery. Thus, different prices 
may be justified only on the basis of 
different costs. Discrimination may be 
justified as the result of meeting com- 
petition. Subject to the rule of the 
Federal Trade Commission competing 
price cuts may be met but not exceeded. 


Equal Allowances 


N all other respects as well as price, 

customers must be treated alike. 
Thus, if a manufacturer gives an adver- 
tising allowance to one customer, he 
must offer all customers the same allow- 
ances on proportionately equal terms. 
What is meant by this is not wholly 
clear, but it probably means terms based 
on customer sales volume. The same 
thing goes for all forms of sales help: 
demonstrators, goods for broken or 
clearance sales, direct selling assistance 
and other things. Also the manufac- 
turer may not offer bonuses, gifts either 
in money or goods to the customer or 
the customer’s salesman. Commercial 
bribery in any form is prohibited. The 
“spiff” evil, therefore, which N.R.A. 
Codes tried vainly to stop is hereby out 
in the appliance business. 


Effects 


OMMENTATORS hesitate to 
forecast the effects of this law. It 
applies to interstate business, but intra- 
state business may come within the law, 


since intra-state sales may be compared 
with interstate sales to determine 
whether there has been illegal discrimi- 
nation. Also, sales may be intra-state 
but most buying is interstate. 

Legislated through as an anti-chain 
store act, it has been called by some a 
pro-chain store act. One result in re- 
lation to the chains may be that chain 
outlets will direct more effort to private 
brand merchandise, national brands go- 
ing in greater measure through inde- 
pendent outlets. 

The broad implications of this legisla- 
tion are admirably brought out by the 
following quotation from Dr. Willard 
L. Thorp, Director of Economic Re- 
search, Dun & Bradstreet, Inc.: 

“Customary emphasis, both business 
and economic, has been on price levels. 
At what price can sellers make a profit, 
and what price level will stimulate the 
largest possible production, consump- 
tion and employment? These questions 
will always be vital, but the function 
of price in shaping the distributive 
structure within the system now takes 
rank with them. The strength and 
sometimes the very existence of differ- 
ent channels of distribution are in large 
part determined by their price relation- 
ship to the rest of the system. Price 
is their link to commercial life, and if 
that link is poorly fitted, their chances 
of survival are definitely lessened. Price 
structures, ranging down from raw 
materials to finished products, have be- 
come as important as price levels in 
determining the kind of economic world 
in which we are to live. The Robinson- 
Patman Act definitely puts an end to 
our “ostrich” period of disregarding 
these facts. The present approach may 
not be the correct one, but at least, we 
are attacking the problem.” 
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Help You In Your Summer 


pliance selling is so entirely a 

matter of perspiration—at least 
65 per cent of it comes from inspira- 
tion and the application of intelligence. 
Without these, any of us will sweat 
ourselves into discouraged collapse 
without getting sufficient results to 
keep going. 

Nothing better illustrates what I 
mean than the case of a mechanic, 
called in to repair a complicated ma- 
chine. He hit it with one tap of his 
hammer and presented the cashier a 
bill for $200. That seemed quite a 
charge, so they asked him to itemize 
it. Pulling out a grubby pencil, 
and an equally dirty envelope, he did, 
in this way: 


| DOUBT whether success in ap- 


Hitting one blow with the ham- 


Those who are getting ahead fastest 
in appliance selling are they who con- 
stantly improve themselves in know- 
ing where to tap. As I see it, and I 
know nothing that hasn’t been gained 
from records of appliance salesmen 
the country over, there are two classes, 
the first of which is certainly on the 
spot in this highly competitive day 
of comparative buying. 

This is the class who consider sell- 
ing a game. They intend to stay in 
it only long enough to get out, or as 
long as they can fool a merchant 
into continuing their drawing account. 
Too often, they corrode the spirit of 
earnest men around them with their 
negatives and their defeat. They 
shift from make to make and from 
merchant to merchant; always in quest 
of some windfall, bonanza or easy 
picking. And when things go tough, 
their crabbing often disrupts the entire 
sales organization. They usually are 
products of the past when selling was 
easily done on a makeshift basis with 
sufficient earnings to keep them alive. 
If, by fortune, they piled up a coupla’ 
hundred dollars, they took a vacation. 
Success always singes this type of 
man, 

Second, there is that class who con- 
sider appliance selling an honorable 
profession—a business rather than a 
game—worthy of becoming artists in 
—worthy of the devotion of lifetime 
study and improvement. They know 
that no other pursuit demands more in- 
telligent application than the arts of 
behaviorism, persuasive appeal and 
sales strategy. They stay loyal to a 
line and its merchant. They analyze 
the reasons for lost sales. They 
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study and apply new training sug- 
gestion. They look to that pro- 
ficiency which always results in ad- 
vancement. They are the salesmen 
who are earning great incomes and 
real promotions. 

Like a friend of mine in California 
whose earnings as a retail salesman 
have topped $8,500 per year for the 
past three years. Like another go- 
giver who placed his foot on the 
lower rung of selling in Jackson, 
Michigan, and has become the sales 
manager of an important manufac- 
turer in less than five years time. Like 
that hustling merchant of Muskegon 
who solved the way to sell electric 
refrigerators in equal volume, winter 
and summer. They, and scores of 
others, whom I can call by name, 
have learned where to hit. Remember 
this—training is a continuous propo- 


sition. No one can win a diploma 
that means it is the end of it all. 

In these training articles from 
month to month, Electrical Merchan- 
dising brings you a digest of funda- 
mental and practical principles that 
are being discovered by appliance 
salesmen everywhere. Those who 
study and apply them, have marvel- 
ously improved themselves. The 
success stories that come in almost 
each morning’s mail, show that one 
way to acquire correct intelligence 
with least waste of time is to set up 
the monthly habit of studying each 


issue. 

In July, Electrical Merchandising 
took a further step in providing a 
factual basis for self-improvement in 
giving you a complete and authori- 
tative study of the Milwaukee market 
—first of such studies that has ever 
been made and reported. It is the 
editorial intention to make _ such 
studies of other markets, and we are 
willing to cooperate with any respon- 
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Research by 5,000 salesmen 
in the field proved them—all 
you have to do is apply them 


By Gerald E. Stedman 


sible and industry-wide group of any 
trading center in the conduct and dis- 
cussion of such marketing studies. If 
you studied this Milwaukee survey, 
you could not help but be impressed 
with two things: (1) How closely it 
follows the national situation in so 
many of the vital findings which affect 
the performance of the individual 
salesman, (2) How much of it, based 
upon irrefutable evidence, could be 
easily applied by the salesman to in- 
crease his selling ability quickly. 
Close study of such research among 
appliance owners, general consumers, 
merchants and other salesmen provide 
any individual with a pattern by which 
he can measure his own methods, ac- 
tivities and results. And it is as 
necessary for a salesman to take peri- 
odic inventory of himself as it is for 
any merchant to take an inventory of 


his merchandise to know where he 
stands. Nothing seems more im- 
portant, then, than to follow up this 
market study with some suggestions 
on how a salesman can use such re- 
search to improve himself. Let me 
throw out several points, briefly but 
specifically explained, and from these 
anyone can go back to the survey re- 
ported in July and find other facts 
to improve his performance. 


Point One: Research shows a grow- 
ing tendency on the part of the home- 
maker to purchase appliances only 
after careful comparative examina- 
tion. Owners report they looked at 
3.3 refrigerators before reaching a 
final buying decision. Relatively the 
same degree of comparison is true 
with all other major appliances. Hav- 
ing made such studies for four years 
on a national basis, I can say this 
trend is growing. For example, in 
1932 the average owner looked only 
at 1.45 makes before buying. The 
homemaker is becoming more cau- 


Selling 


tious in her buying decision. She is 
shopping comparatively for vital 
values rather than for a mere price 
advantage. 

That salesman who recognizes the 
full import of this trend will see the 
need to incorporate a technique of 
“selling the difference” in the products 
he represents. He will let other less- 
wise salesmen spend their time on the 
similarities which are present in all 
products of a class. By focusing his 
main arguments on the truly important 
differences of his own, he can accom- 
plish either of two things: (a) He will 
win the sale with less argument and 
with greater buyer satisfaction be- 
cause a convincing prescntation of 
these vital differences, not present in 
competitive products, will assure the 
shrewd buyer that by that purchase she 
is gaining plus values she could not 
otherwise possess—and she certainly 
doesn’t intend to make a buying de- 
cision that would give her less than 
she might have. (b) If he cannot 
close, because of her desire to look 
around further, the emphasis upon 
these plus values will more surely 
bring her back to buy from him be- 
cause in her subsequent comparisons, 
she can find nothing that makes her 
feel so certainly that she will possess 
something which other makes do not 
provide. 

Just try this technique of selling 
the difference—one of the many re- 
search findings—and you'll be imme- 
diately convinced of the value of apply- 
ing such facts to the improvement of 
your earning power. 


Point Two: Research among 25,000 
non-owners shows that they would 
consider price as only two-tenths of 
one per cent as a buying factor while 
a study among 5,000 retail salesmen 
indicates they believe it to be 28 per 
cent as a factor. It’s plenty hard to 
win an argument with one woman 
and we might say it is impossible for 
any salesman to argue against the 
opinions of 25,000—yet here are sales- 
men who believe the matter of price is 
140 times as important as these home- 
makers say it is—here’s a case where 
5,000 salesmen can be wrong. And if 
you are emphasizing price, you're 
pouring profits in the sink. Cut it 
out! 


Point Three: Research indicates 
that the factors which influence buy- 
ing decision are much lower in number 
in the homemaker’s mind than is the 
case among salesmen. These same 


(Please turn to page 76) 
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| 
Knowing where to tap........$199.00 
| 


1.000.00 
will sold 


October 


One out of every twenty families in the country is a 
prospect for an I. E. S. lamp during that month when 
one of the industry’s biggest promotions will carry the 
Better Light—Better Sight story to millions of buyers. 


This window of the May Company in Cleveland is primarily con- 
cerned with lamps—but a sign ties it in with the Jean Abbey broad- 


cast of Woman's Home Companion. 


The picture of the smiling boy in the center of this window darkens 
to demonstrate poor light and brightens up 70 demonstrate good. 
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CTOBER of this year marks 
QO second anniversary of the 
development of the I. E. S. 

lamp. Designed from specifications 
laid down by the Illuminating Engi- 
neering Society—specifications that 
were both exhaustive and rigid in 
their requirements for quality of con- 
struction, safety features and adequacy 
of lighting delivered—the I. E. S. lamp 
has made merchandising history in its 
brief two-year span in the public eye. 
Close to 1,500,000 of these certified 
lamps have been sold to date—sales 
that were definitely checked by the 
issuance of tags for every individual 
lamp by Electric Testing Laboratories 
in New York. The public response to 
the appeal of Better Light—Better 
Sight promotion had a definite part 
in the success of the I. E. S. lamp 
drive. The former set the ground- 
work and pointed to the importance 
of adequate lighting in preserving eye- 
sight; the latter provided the means, 
the definite piece of merchandise, 
whereby the results could be achieved. 


Now that backlog of better light 
promotion and the backlog of 1,500,- 
000 I. E. S. lamps in the country’s 
homes is to be used as the framework, 
the base, of one of the biggest lamp 
promotions in history. During the 
month of October, lamp manufactur- 
ers are cooperating on a drive to sell 
1,000,000 of these I. E. S. lamps in a 
30-day period. Roughly this means 
that one out of every 20 families in 
the country will have to be sold an 
I. E. S. lamp. That is the basis on 
which the national promotion is be- 
ing gauged and that is the basis on 
which dealers and electrical merchants 
of every description can set up quotas 
locally. Lamp manufacturers such as 
General Electric and Westinghouse, 
are cooperating on the drive with a 
national advertising campaign to run 
in women’s magazines. 

Last year I. E. S. lamp promotion 
in national magazines cost $70,000 
and resulted in local tie-ups by utility 
companies, department stores and 
dealers. In 1936, $150,000—more than 


Another window of the Strawbridge & Clothier Company in Phila- 
delphia—this one a tie-in with the Jean Abbey broadcast on lamps. 
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double last year’s advertising allow- 
ance—is being allocated by the manu- 
facturers to I. E. S. lamp promotion. 
About $85,000 of this will be spent 
nationally in September and October 
to create a mass effect on the market. 
Local merchants are expected to do 
their part in swelling the total. 
Thousands of inquiries from the 
public, in response to national adver- 
tising, stress the fact that they are 
unable to buy or see I. E. S. lamps 
in their communities. This indicates 
a real desire to improve lighting con- 
ditions in the home and at the same 
time—and more important—it indi- 
cates the need of mass display of 


BETTER - = BETTER SIGHT 


I. E. S. lamps in windows and stores 
of every community during that 
month. Reproduced on these pages 
are some of the effective displays that 
have been used by department stores 
and utilities in getting over the 
I, E. S. lamp story. 

To help get the ball rolling, the 
prominent women’s magazines — 
Woman’s Home Campanion, Good 
Housekeeping, McCall’s, Ladies Home 
Journal and Better Homes and 
Gardens are publishing articles on 
better seeing in the home and have 
developed and put into use well- 
organized sales programs for depart- 
ment stores in suport of their adver- 


tisers. For instance, Woman’s Home 
Companion has instituted what they 
call a “Jean Abbey” broadcast. Sev- 
eral women known as Jean Abbey are 
located in important centers and their 
function is to shop in stores using 
the service and then write up, for 
radio broadcasting, the products they 
saw. Good Housekeeping magazine, 
through its sales promotion depart- 
ment, works with sales training di- 
rectors of department stores to educate 
their salespeople on products adver- 
tised in the magazine. The same 
method is being used to sell I. E. S. 
lamps. Better Homes and Gardens 
magazine conducts, twice a year, a 


Strawbridge & Clothier, 
big Philadelphia depart- 
ment store, are telling the 
Story of Better Light— 
Sight and the I. E. 

S. lamp by means of 
these en dining and 
~~, rooms shown on the 
left. 


Better Homes Month in cooperation 
with 130 of the leading department 
stores of the country. These model 
homes are equipped with merchandise 
advertised in the pages of the 
magazine. 

All these various activities will be 
concentrated this year in the month 
of October to create an impact on the 
public consciousness in relation to 
Better Light—Better Sight and the 
I. FE. S. lamp in particular. Full 
color spreads in the magazines and 
single pages backed up by black and 
white space will carry the advertising 
message of I. E. S.’s second birthday. 
Editorial articles will tie in; local dis- 
pays will tie in. Complete newspaper 
mat service will be made available to 
electric utilities and department stores 
and dealers, suggesting methods of 
capitalizing on this advertising. Spe- 
cial tags will be made available for 
the Second Anniversary numbers and 
every Mazda lamp salesman will be 
supplied with a complete portfolio 
showing details of the national cam- 
paign and local tie-ins. 


The Bostwick department store in Janesville, Wis., has window and 


floor displays of |. E.S. lamps. 
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Another |. E. S. lamp display in a window of the Consumer's Power 


Company, Jackson, Mich. 
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A section of the electric range display in the basement of the Brooklyn Edison 


Company main offices. 
distributors and dealers. 


NE of the biggest cities in the 
( ) wort has just gone into the 
electric range business. 

Brooklyn, N. Y., with more than 
2,700,000 population and with over 
600,000 domestic electrical customers 
connected to the lines of the Brooklyn 
Edison Company, launched, in May of 
this year, the first concerted industry 
drive in their history to convert fami- 
lies to the electric way of cooking. 

They started from scratch: When 
the preliminary announcements of the 
campaign were made, less than 100 
electric ranges were installed in 
Brooklyn homes; perhaps only a few 
times that number of housewives had 
ever more than heard of the electric 
range. 

Yet with a record of no public edu- 
cation on electric cookery, with no 
public acceptance, practically zero sat- 
uration and with two strongly in- 
trenched gas companies ready to 
fight, the Brooklyn Edison company 
and the electrical dealers cooperating 
are launched on an electric range of- 
fensive which has for its goal the 
sale and installation of more than 
25,000 electric ranges during the next 
four years. ‘To get some apprecia- 
tion of the magnitude of the job 
ahead, just remember that in the year 
1930 a total of only 50,000 electric 
ranges were sold throughout the entire 
country! 

Various reasons are adduced for the 
present interest in the electric range 
activity : 

In the first place, according to E. 
A. Holmberg, Brooklyn 
manager of sales 
proaching 
which will 
factor during 


Edison’s 
promotion, ap- 
refrigeration saturation, 
become even more of a 
1938 and 1939. Of 
srooklyn’s 600,000 and more domes- 
some 325,000 live in 
and two-family houses—the real 
domestic market- the rest in 
apartment houses which are sold on a 


tic customers, 
one 


and 
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Twelve manufacturers have exhibits here with names of 


wholesale basis or tenements which 
are not sold at all. Of these 325,000 
customers, some 65 per cent own re- 
frigerators. The balance will continue 
to be sold and at the present rate, 
with some 30,000 refrigerators being 
sold in the Brooklyn territory during 
1936, the market will rapidly develop 
into an important replacement busi- 
ness—a tendency already well under 
way. From the utility standpoint, 
however, replacement, important as it 
is in maintaining constant load, has 
two distinct drawbacks: (1) It is 
not new business being added, and (2) 
new products replacing old, worn-out 
ones inevitably use less current. 

The second reason for their entry 
into the range business is due to the 
limited possibility of any new device, 
of which the refrigerator is a good 
example, coming onto the market. Air 
conditioning, it is true, bids fair to 
become one of the most important de- 
vices for potential load-building and 
potential profit, but it is not expected 
to jump into big volume until about 
1940. In the meantime, the range is 
here; it is a fully developed, modern 
piece of electrical equipment with a 
proven performance and experience in 
all parts of the country. It provides 
important load for the utility company, 
handsome profits for the dealer and a 
juicy piece of wiring for the con- 
tractor. It is the answer to the 
maiden’s prayer—the maiden in this 
case being the Brooklyn Edison Com- 
pany. 

In the third place, Brooklyn Edi- 
son’s entry into the range business fol- 
lowed naturally and inevitably with a 
new rate schedule that brought elec- 
tric cookery into competitive focus 
with other cooking fuels. Edison rates 
today are on the following basis: 

For the first 10 kilowatt hours (or 
less) per meter per month $1.00. 

For the next 35 kilowatt hours per 
meter per month, .05 per kw.-hr. 


Brooklyn 


E. A. HOLMBERG 


Manager, Sales Promotion Bu- 
reau, Brooklyn Edison Company 


150 dealers are aiming to sell 25,000 
electric ranges in this city in the next 


four years... The story of a virgin 


market and how it is being approached. 


By Laurence Wray 


Cc. L. HAROLD 


General Sales Agent, 
Brooklyn Edison Company 


For the next 40 kilowatt hours per 
meter per month, .04 per kw.-hr. 

For the next 40 kilowatt hours per 
meter per month, .03 per kw.-hr. 

For excess over 125 kilowatt hours 
per meter per month, .02 per kw.-hr. 


Breaking down the 325,000 domes- 
tic customers living in one- and two- 
family homes still further. Brooklyn 
Edison found 70,000 customers whose 
present use was in excess of 70 kilo- 
watt-hours per month. That is the 
cream and that is where the 25,000 
ranges are going to be sold during the 
next four years. 


How the Job Is to Be Done 


That about dispenses with past his- 
tory and the reason for the present 
move. The question naturally arises: 
How are they going to go about sell- 


ing these ranges in a territory where 
only a handful of customers have 
even heard about cooking with elec- 
tricity? An intelligent approach to 
the problem showed at least four nec- 
essary moves: A concerted industry 
advertising, sales promotion and pub- 
lic education drive; an employee own- 
ership drive to get the story started 
where it would do the most good; 
some sort of rental plan to get a 
backlog of present users—an embryo 
saturation; and, finally, an intensive 
sales training course for dealers’ and 
distributors’ salesmen to acquaint 
them with the facts about the elec- 
tric range. 

They moved right in on the em 
ployee situation—that’s where a util- 
ity company can get action quickes' 
In the case of Brooklyn Edison wit! 
over 9,000 employees it was quite « 
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job. In fact, it took meetings every 
night attended by hundreds and last- 
ing for a full month to get the story 
across. The story itself was divided 
into two parts. The first was to inter- 
est employees in buying ranges—and 
they made it plenty easy for them as 
the following terms will show: Fully- 
equipped, automatic ranges of nation- 
ally-advertised brands at special dis- 
count; free installation; a $10 trade-in 
on old gas ranges; a $15 set of alu- 
minum cooking wear specially designed 
for electric range use; four years to 
pay without interest; four years free 
service. About 3,500 of Brooklyn Edi- 
son’s 9,000 employees live in one- 
and two-family homes. That was the 
immediate objective and a quota of 
2,000 ranges by the end of July was 
set up. At the time of writing 1,300 
employees had availed themselves of 
the liberal terms and have ordered 
ranges installed. Most of ’em, says Ed 
Holmberg, didn’t merely go through 
the motions and buy the cheapest 
range on the market. Not a bit. They 
bought the best and most expensive 
ranges on the market. An indication, 
perhaps, of what liberal terms will do 
even to limited pocketbooks. 

The second part of the employee 
program consisted of inducing the 
9,000 employees to turn in leads 
on range prospects—these leads being 
then turned over to cooperating 
dealers. That phase has only just 
got under way but already nearly 1,000 
have been turned in. Employees were 
paid for these leads if they resulted in 
a sale on a basis of $5 for a range 
lead, $2 for a lead that would result 


in a rental and $3 for a lead that 
would result in rental being converted 
into a sale. 


The Rental Plan 


There are two reasons for the rental 
plan: (1) to give customers who are 
not ready to buy an electric range 
an opportunity to convince themselves 
of its merit and superiority and (2) 
to help dealers create range sale pros- 
pects. 

It should be understood that the 
Brooklyn Edison do not direct mer- 
chandising themselves; all merchan- 
dising is done by approved appliance 
dealers cooperating with the company 
and aided by a staff of nearly 100 
Brooklyn Edison salesmen. Dealers, 
therefore, cooperating on the electric 
range drive would be expected to con- 
form to the following rules concern- 
ing rental and sale of electric ranges: 

1. Have consigned to them by 
Brooklyn-Edison a rental range known 
as the Brooklyn Edison Electric in 
addition to displaying at least one other 
model of some approved make of range. 

2. Offer customer free installation 
(if living in one- or two-family 
house) of the rental range upon sign- 
ing of a Trial Rental Contract. 

The contract stipulates that the cus- 
tomer shall pay a trial rental charge 
of $1.45 a month for the first six 
months ; that he shall pay $11.70 down 
for the second six months and that, 
beginning with the 13th month, he 
shall pay $1.95 a month for the next 
three years, title to the range passing 
to the customer after 48 months con- 
secutive payments. The payment of 


the $11.70 for the second six months 
period is obviously to forestall pos- 
sible dissatisfaction due to the newness 
of the equipment during the first, 
crucial six-month period. With an 
equity of $11.70 in the range which 
would be thrown away if the customer 
decided to have the range removed 
after six months, a way is found to 
keep the customer for at least the 
year’s period during which time edu- 
cation by company home economists 
may remove the causes of dissatisfac- 
tion. 

The customer, it should be men- 
tioned, is free at any time to terminate 
the rental agreement and may replace 
the trial model with any other he 
wishes to buy. In this case, the com- 
pany credits the customer with all pay- 
ments made to the date of such a pur- 
chase but such credits shall not ex- 
ceed $24. 

Dealers putting ranges out on rental 
are paid $5 by the company; $2 of 
this he must pay the Brooklyn appli- 
ance promotion agent. In addition, 
the company files sales protection for 
that dealer for a period of eighteen 
months in case the rental results in a 
conversion to sale. The rental range, 
incidentally has a 16” oven, four 
burners and temperature control but 
no thrift cooker or extra doodads— 
all of which helps the dealer sell the 
renter on the features of the make he 
is handling. 


Range Wiring 


Ranges are wired by Brooklyn Edi- 
son free of charge. The work is 
(Please turn to page 77) 


Which ts tess than you would have paid, 
fire menths age, just te hare enc instatted! 


‘Tada AMS given you Weatinghousr Range ot (te price 
tage than twe stories Yow get fin & 
Free wmtrertion ows home. 
‘The guarantors of ABS snd The advantage of 
buying SAS “Few Pranic Dey” Plan them you daily 


cottage 
( wad ( 


Electric ranges are too expensive? 
Abraham & Strauss, big Brooklyn 
department store, gave the pub- 
lic its first taste of how cheaply 
electric ranges could be pur- 
chased. This was just a teaser. 


A typical employee meeting, held 
every night for a whole month to 
get the range story over to 9,000 
Brooklyn Edison employees. 
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From Notebook 


What Typical Distributors and Dealers are Thinking 


NAME WORTH $100,000 TO 
STEWART-WARNER DEALER 


ESPITE the fact that there are 
five other similar stores com- 
peting, the firm name “Skinnie and 
Jimmie” actually gives to his house 
a bulge for the business, according to 


Harry E. Powell, manager of the 
Firestone Service Store, Stewart- 
Warner distributors, 1701 North 


Harwood, Dallas, Texas. 

“An unusual twist to a firm’s name 
or an unusual slogan makes it stick 
in the minds of everybody,” declares 
Mr. Powell. “When the present firm 
bought out ‘Skinnie and Jimmie’ the 
name was the most valuable thing we 
purchased and is easily worth $100,- 
000 to us.” 

Powell sells a lot of automobile 
radios. While the firm carries auto 
radios as low as $22.50 a set—trade- 
ins—they are never sold to owners of 
new cars. Some 300 sets were sold in 
1935. About 50 were moved by the 
filling station attendants, the balance 
sold by specialty men. The firm does 
not believe in using barber-shop meth- 
ods on island customers. While a ra- 
dio is kept playing near all automobile 
customers, the firm believes in letting 


a salesman “feel” the customers out. 

New car owners are the best pros- 
pects for radio. All sets are on a six 
months time period or less. The 90-day 
guarantee period is carefully watched 
through a card index, as otherwise 
service charges are excessive. New 
light cars are rather hard on radio, 
Powell says. There is a growing ten- 
dency on the part of the public to let 
the radio go when the old car is 
traded in and buy a new one. 

No radio is installed for less than 
$5 down, and on time sales the firm 
takes a mortgage on the car or second 
mortgage if one is to be sold on time 
payments. 

“Guaranteed performance is the 
biggest factor in closing the sale to- 
day,” says Mr. Powell. “The manu 
facturers can do a lot by dolling up 
the car radio. It is too homely today 
to look the value. We have been sell- 
ing two car heaters which illustrates 
the value of beauty. They are identi- 
cal in construction but one is dressed 
up and at $12.95 we have moved 
three of them to one which is home- 
lier at $9.95.” 


DISCUSSES ART OF COLLECTING 
FROM COLORED CUSTOMERS 


ECAUSE Tom J. Terry, Kel- 

vinator supervisor for Graybar, 
Dallas, was bounced on a mammy’s 
knee and has a southern accent one 
can knock off with a stick, it was 
natural that early in his electrical 
appliance career he be assigned the 
difficult task of collecting money 
from colored customers. Inasmuch 
as the negro population of many 
southern towns runs to a consider- 
able percent of the whole and since 
migration to the North has brought 
the same situation up in other cities, 
the business of collecting from 
negroes probably is a matter of na- 
tional interest. 

“The technique is entirely differ- 
ent,” declares Mr. Terry. “In the 
first place the negro customer has 
no fear of lawsuits. The loss of 
his job doesn’t mean a thing. He 
does hate to give up the merchandise, 
however, and the whole collection 
technique must be built around it. 

“In passing on credit it is always 
a good idea to find out just what 
day the colored customer is paid. It 
is also a good idea to note down his 
shade of color, as the darker he is 


the more reliable he is. The idea 
of no down payment means little 
to colored customers, but the weekly 
payment is important. While you are 
talking to your man, it is a good 
idea to find out the negro’s past his- 
tory on sales—get him to tell of other 
things he has bought. 

“There are not many skips. The 
trouble is more or less due to slow- 
ness and ignorance. The negro will 
sign any paper without hesitancy and 
it has little meaning to them. 

“When you have a slow or de- 
linquent customer, and drive down 
into the colored section of town, re- 
member there is an unwritten law 
among negroes not to tell on one an- 
other. If the customers have moved 
one way of tracing them is to ad- 
dress a letter to the old address. 
Plenty of the neighbors will give the 
postman the forwarding address. If 
you go down to collect personally 
drive a good car as it always cre- 
ates interest among negroes to have 
a foxy car roll up in front of their 
place. Never let colored people see 
you looking at papers. To them 
papers mean trouble. Go down 
around meal time if you want to 


catch your man in. Remember that 
a negro fears arrest but on the other 
hand doesn’t mind jail. If your man 
has skipped send your negro janitor. 
He won’t have much trouble finding 
him. 

“There is possibility of a good 
business with the negro population,” 
Mr. Terry declares. There is a 
profit in small stuff and second-hand 
stuff if properly sold. Eighty-five per 


cent of the colored population has 
a good credit and only 15 per cent 
cause trouble. And _ finally, Mr 
Terry points out, never use force in 
pulling merchandise without filing 
suit. Shyster lawyers who live off th: 
negro population are active in takin: 
advantages of breaches of law, eve! 
though their clients do not kno 
what, all the fuss and legal procedur 
is about. 
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WANTS PLUMBERLESS AIR CONDITIONING 


HAT air conditioning in Mem- 
phis, Tenn., costs too much to 
install is the opinion of Wayne Spinks 
of Wayne Spinks Company, 1523 
Union Str et, Memphis, distributor of 
Norge refrigrators and RCA radios. 
“The field is waiting for a small 
unit without a lot of plumbing,” de- 
clares Mr. Spinks, who has been in 
business in Memphis since 1923. 
Observations made by Mr. Spinks 
about the state of the nation follow: 
Salesmen are pushing electric re- 
frigeration through the winter. Real 
profits are coming from the big units 
Washing machines are making 
headway. Women in the South were 
once insulted by the mere mention of 
washing, but the South is taking to it. 
The furniture store competition is 
tough in the South. The furniture 
company will put a radio or refrigera- 


tor on a furniture bill from $200 to 
$300 which they can afford to spend 
a lot of time collecting. The service 
angle is important with deal<rs who 
are competing with furniture stores, 
particularly on refrigerators. Few fur- 
niture stores are in position to give 
night service——The South today needs 
salesmen. It takes the salesman two 
months to build up a following and it 
is Mr. Spink’s impression that there 
are few who have done this. 


Joe V. Grayson, sales supervisor of 
the retail branch of Wayne Spinks, de- 
clares that the trade-in situation on 
ice boxes can best be handled by asking 
the prospect, “What would you give 
me for your ice box if you were buy- 
ing it from us?” By pinning the cus- 
tomer down you can get a fairly mod- 
erate quotation. Then the firm usually 
allows $2 or $3 more than that and 
closes the deal. 


HE GOT IN THE STOKER BUSINESS 


HE floors seemed mighty cold to 

L. T. Bretch’s bare feet last win- 
ter as he popped out of bed in his St. 
Louis home. The nipping air prompted 
him to think of getting a stoker. 
Thumbing the telephone directory, he 
finally found a coal dealer willing to 
sell him one. 

“Say, I fairly had to take that stoker 
away from the fellow,” declares Mr. 
Bretch, who incidentally owns the 
Acme Electric Company. “I had such 
a struggle to get it and the house was 
so cozy, after installing, that I de- 
cided we were foolish if we didn’t 
sell this item at our own store.” 


Your correspondent boomed his 
flashlight just as Mr. Bretch, over- 
come with curiosity, tore the crate off 
the first stoker to arrive in the back 
room of the store. It is a Whiting. 
By the time this is printed the Acme 
Electric will have a window stoker 
display and its salesmen will be in full 
cry after business. 

“The only trouble in sight,” stated 
Mr. Bretch, “is in old homes where we 
may have to rewire the place if a 
quarter-horsepowcr motor is added. 
Outside of that, stoker selling looks 
like smooth sailing here in the 
St. Louis territory.” 


"SALES TRAINING FAILS TO REACH GRASS ROOTS" 


AYBE the manufacturer’s sales- 
men know all about operating 
such things as ironers, but the in- 
formation is spread pretty thin before 
it gets to the distributor’s men, and 
peters out almost entirely in reach- 
ing the dealer, declares A. L. Good- 
man of American Electric Company, 
Wichita, Kansas, distributor. 
“As a result the dealer expects 
‘oday too much help from distribu- 


tors. Incidentally he doesn’t carry 
enough stock either, and is just about 
acting as a collecting agency.” 

American Electric distributes Ham- 
ilton-Beach products, Manning-Bow- 
man appliances and Meadows washing 
machines. Incidentally, says Mr. Good- 
man, Hillsboro, Kansas, is one of the 
strongest Meadows towns per capita 
in the country. 

And that’s a lot of territory. 


“DISTRIBUTOR COST GOING UP" 


HE dealers lag in carrying suf- 
ficient merchandise is upping dis- 
tributors costs, according to Arthur 
W. Boyer, advertising manager of 
the Coleman Lamp & Stove Com- 
pany, which not only makes stoves 
but electrical household appliances. 
Repeatedly distributor salesmen are 
reporting that they have to take their 
samples and go out with the dealer 
to close sales, he relates. 
Slowness of dealers in adding suffi- 


cient stock is a mystery to Mr. Boyer, 
as there is no more distress merchan- 
dise to be picked up and prices will 
go up if they go in any direction. 

Lack of money may be the restrain- 
ing influence, he admits. For instance, 
two Coleman assortments, one at $100, 
the other at $69, sold in widely sep- 
arated ratios last Christmas. The 
difference of $31 caused the small 
assortment to lead in the sales about 
3% to l. 
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ABC Model 
One-Seventy-Six Spin- 
ner—There is but one 
spi nner — ABC Bui Ids 
it! . . the complete 
home laundry unit that 
Washes, Rinses. Blues 
and Damp Dries! 


dk 

~ 
| 


Here is an 


quality, 


low 


more worth while safety and 
convenience features than any 
washer ever 
built. 


ABC Heavy-Duty-Mode! One-Thirty-Six Washer 
extra-large capacity, full fea- 
tured, heavy-duty, high 


priced, 
value ABC Washer 


ABC Heavy-Duty 
Model One-Fifty- 


BREAKING 


WASHER AND 


The Sensational "TOP 


ABC is unquestionably the "TOP LINE" of Washer and lroner mer- 
chandise . . . the Fastest-Selling Complete Line of Washers and 
lroners on the American market today. Week by week, month by 
month, ABC is breaking all records in Washer and Ironer sales with 
outstanding 1936 Line here pictured. 


Every ABC Washer and Ironer is the unquestioned 
leader in its price class. In no electrical appliance 
line in America are there so many outstanding ad- 
vantages as are offered to dealers in the ABC Sen- 
sational ''TOP LINE" for 1936. . . more exclusive, 


Six Washer — 
“The Wedher the? hea EVERY. worth while safety and convenience features than 
THING!" . . . Truly the World's ff i 
ever before offered... outstanding beauty of de 


sign . . . sturdy, heavy-duty construction . . . pre- 
cision in manufacture . . . and sensational values 
unmatched in the entire industry. 


NEW ABC FALL 


Look for the announcement of the 
New ABC Fall Merchandising Plans. 
Designed and built to assist ABC 
Dealers in increasing their volume 
in Washer and lroner merchandise. 
Particularly designed to assist the 
dealer at the point-of-sale. Full de- 
tails of these new plans will be an- 
nounced very shortly. They include 
new, colorful, attractive displays . . . 
window trims ... circulars . . . bill- 


Altorfer 
Bros. 


ABC Mode! One-Sixtean Washer—The low- 
est priced, finely built, high quality washer 
ever offered. 
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IRONER 


For 1936 


The ABC Heavy-Duty Washer Model One-Fifty-Six—''The Washer 


that has EVERYTHING!" . . 


. is truly the World's Greatest Washer 


Value. And the ABC De Luxe Console Cabinet lroner Model YA is 
"The lroner that has 


the greatest value in the lroner field . . 
EVERYTHING!"" Other models in the ABC 
Washer and Ironer Line are equally ‘head 
and shoulders'' above competition. 

The ABC Line offers to dealers of America 
the highest quality . . . most salable line in 
the field backed by 27 years of 
Quality Manufacture . . . backed by the 
Lowest Proven Record of Upkeep and Re- 
pair Cost in the electric appliance industry 
. . . backed by Nation-Wide Consumer 
Acceptance. 


Merchandising Plans 


boards . . . posters... signs... 
direct-by-mail advertising . . . tab- 
loids... 
als . . . educational campaigns . . 

and the New, Sensational ABC 
Store-To-Your-Door 
Program. 


catalogs . . . sales manu- 


Merchandising 
You owe it to yourself 
as a Washer and Ironer dealer to 
get all the facts about ABC'S New 
Fall Merchandising Plans. Write or 
wire for all the facts TODAY! 


Factory and 
Main Office 
Peoria, 
Illinois 


ABC De Luxe Console 


Cabinet Ironer Model 
YA — "The Ironer that has 
EVERYTHING!" .. . full fea- 


tured, fully automatic, precision 


built . . 


ABC Roll-about Ironer Model 


lroner. 


the lroner field. 


. the Greatest Value in 


RA—the unques- 
tioned leader in the low priced lroner field—e 
automatic, full-featured 


ABC De Luxe Kitchen Table lroner Model ZA— 
Six days a week, a beautiful and useful break- 
luncheon or utility table .. . 
De Luxe Ironer. 


WASHERS and 


ABC Qualit 


ABC Cabinet 
lroner Model 
TA—with porcelain 
cabinet top that 
Swings out, form- 
ing shelf space 
for finished and 
ready-to-iron 
clothes. 
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How 


San Joaquin Sells . 
AIR CONDITIONING 


By Clotilde Grunsky 


OR four years now the San 
Light and Power Cor- 

poration has been sponsoring the 
sales activity in air conditioning 
which has placed Fresno, Calif., well 
up on the list of cities of the country 
in its use of electrical cooling in busi- 
ness and homes. The experience has 
been illuminating in indicating both 
the weakness and strength in the air 
conditioning sales program. 

During the first year’s experimenta- 
tion, two outstanding facts developed. 
The first was the fact that the public 
as a whole had no idea of the cost of 
air conditioning installations. This 
meant that a great deal of time was 
wasted in following prospects who 
turned out to be no prospects at all. 
The general idea seemed to be that all 
that was necessary was to buy some- 
thing like a refrigerator which when 
installed in the home would produce 
all that was desired by way of low 
temperatures and proper humidity. 
For this service the customer expected 
to pay about $60! Second, was the 
importance of getting around to inter- 
view prospects on the first hot day of 
the season and the difficulty of doing 
this, owing to the limited number of 
salesmen properly equipped to sell air 
conditioning. In spite of these diff 
culties, 91.75 hp. in air conditioning 
was sold that first season. Two hun- 
dred buyer contacts were made and 87 
surveys made, from which 23 sales re- 
sulted immediately. Many of the 
others were later to come into the 
ranks of buyers. 

By the end of that first year, the 
power company had its policy pretty 
well outlined. It was obvious that 
there was considerable pioneer work 
to be done and that it was going to 
take a fair sized staff to do the educat- 
ing. The power company accepted 
this as their responsibility. With 
George E. Zelhart in control of air 
conditioning activities, they set out to 
educate their own salesmen in this 
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SAN JOAQUIN LIGHT AND POWER CORPORATION 
MIDLAND COUNTIES PUBLIC SERVICE CORPORATION 


COMFORT COOLING SURVEY AND ESTIMATE 


tomer's Name 
Address 

Type of Application 
Salesman 


Survey Made by 


Remdence Restearent, ete 


Checked by__ 


City 


Temperature 


GENERAL INFORMATION 
Power Supply Available: Volts 


Summer Water Temp 


field. 


The first step was to give all 
power salesmen of the company a 
course in the rudiments of air condi- 
tioning. The “Climateer”  corre- 
spondence course of the General Elec- 
tric Company proved satisfactory for 
this purpose and all salesmen signed 
up. All but four completed the course. 

A survey chart was then drawn up 
for use by these salesmen in contact- 
ing prospects. The object was not to 
convert the salesmen into air condi- 
tioning experts capable of laying out 
an effective job, but to give them an 
understanding of the general principles 
and enough technical knowledge to en- 
able them to fill out the survey chart 


OCCUPANTS 
Orrice on Resipence 


Usual Occupants 


formation an easy task. The first page 
contained such necessary information 
as type of business, temperature re- 
duction desired, power and water sup- 
ply, occupants, whether active or at 
rest, ventilation requirements (includ- 
ing the number of smokers) and the 
present ventilation equipment. Mis- 
cellaneous sources of heat were listed 
and monthly bills for the past year 
were given to indicate the present 
consumption of electricity. The last 
page was given over to the various 
heat transmission factors, giving 
nature and area of walls, windows, 
etc., and exposure, whether awnings, 
or not, and any other elements to be 


Salesmen are trained to make 


out a survey of the premises— 


company engineers do the rest 


accurately. They then made the initial 
contacts and collected the necessary 
information which enabled the com- 
pany’s experts to plan the job and sub- 
mit estimates. 

The survey sheet was carefully 
planned to make this collecting of in- 


considered in figuring the installation. 

The procedure is for the power com- 
pany field men to make contact with 
the prospect and to fill out this rough 
survey sheet. This is then sent to the 
main office where a rough estimate is 
worked out of the cost of installa- 
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tion. The price is telephoned to the 
salesman, who gets in touch with the 
prospect again. If the man is still in- 
terested, he is considered to be a real 
prospect, and then Mr. Zelhart or his 
assistant go to see the man, taking 
with them a dealer handling the type 
of installation in which the customer 
has expressed an interest. The pros- 
pect at this point is open to all dealers, 
of course. The power company sells 
no equipment. At this time a definite 
quotation is made and the deal is gen 
erally closed on the spot. The survey 
sheet is kept on file, however, so that 
in case the prospect does not make the 
installation at the time, his name is 
kept active and he is followed up at a 
later time. 

This plan has worked out satisfac- 
torily to cooperating dealers, who find 
that the educational work of the 
power company eliminates a great deal 
of running about, speeds up the sale 
and makes unnecessary a duplication 
of engineering staffs, permitting them 
to put in their time on constructive 
selling. Where the power company 
does not actually make the engineering 
recommendations, it asks to review the 
dealer’s layouts, with a view to seeing 
that they are adequate. 

A quota of 900 hp. in air condition- 
ing load through dealer sales has been 
set by the San Joaquin Light an! 
Power Corp. for the year of 1936. 
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P SOME OF THE VARIED AND TYPICAL AIR CONDITIONING INSTALLATIONS MADE IN FRESNO, CAL., BY DEALERS 


General Electric 2-color double . 
in SATURDAY EVENING POST 


OCTOBER |... tue ovewine or OCTOBER .... opewine a crea 
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" These are some of the advertisements in the 2nd Birthday Drive 


Ads and Aids You 
Share October’s Million 


A million I. E.S. Better Sight Lamps Three new merchandising plans have been 
is the sales objective for October. worked out to help you increase sales: Plan 
A features the “Second Birthday Specials;” 
Plan B features “matching up” I.E.S. lamps 
or ensemble selling; Plan C features the 
trade-in allowance. 


Cooperation unequalled in the lighting in- 
dustry will help you get your share... if 
you put it to work for you. 


40,000,000 advertisements... two for every 
wired home in America, and that means 
two for every wired home in your territory 
... will build demand for I.E.S. Better Sight paper mat service with twenty different 
Lamps. 18,000,000 wired homes now with- I. E.S. Better Sight Lamp advertisements; 
= I. E. S. Lamps plus SAGA ES homes mats of I. E.S. 2nd Birthday Tag; booklet 
using One or more, comprise the market coritted “Eyesight Protection for Young 


The following sales aids are available to 
help you tie in with the smashing campaign 
that will be unleashed in October: News- 


the enw and Old,” and other helpful material. You 
n the Sensational values ... the “2nd Birthday can obtain any of these selling helps from 
Il in- Specials” offered by every I. E. S. Better the I. E.S. Better Sight Lamp maker who 
real Newspaper 


Sight Lamp maker . . . will initiate a buy- serves you. I.E.3; etter Sight Lamp Makers, 


r his mat service. 
ine ing momentum that will carry through Fall. 2116 Keith Building, Cleveland, Ohio. 
type vi 
‘omer Here is the I-E-S Advertising Schedule for Fall... Plan to Tie In With It 
pros- 
alers, : 
i] Date Out Size Color Date Out Size Color 
sells 
finite Saturday Evening Post . Oct.3 Sept.29 2 pages 2 colors G-E| Parents’........ Oct. Sept.25 2cols. B&W G-E 
om. Saturday Evening Post . Oct. 10 Oct.6 1page 2 colors IES| Parents’........ Nov. Oct.25 2cols. B&W W 
| Be ES Saturday Evening Post . Sept.19 Sept.15 lcol. B&W W Good Housekeeping Oct. Sept.25 lpage B&W IES 
urvey Saturday Evening Post .Dec.5 Dec.1 2cols. B&W G-E - = ial baw 
at 2cols. B&W IES | American Magazine . Oct. ept. col. 
d For: Bor. 13 American Magazine. Nov. Oct.15 l page B&W IES 
ce the Collier's Oct. 17 Oct.9 lpage B&W IES| American Magazine.Dec. Nov.15 2cols. B&W IES Special 2nd 
EE Oat. 24 One. 16 t BAW GB) Oct. Septi0icol. B&W W Birthday Tag 
yata Woman's Home Nov. Oct.10 2cols. B&W IES 
Companion...... Nov. Oct.15 lpage B&W G-E ~ to appear on 
American Home...Oct. Sept.20 2 cols. IES Anniversary 
Companion....... Dec. Nov.15 2cols. B&W G-E Home. ..Nov. Oct.20 B&W W 2 Models 
the Better Homes & Gardens Oct. Sept.20 lpage B&W G-E Time...-....-- Nov.9 Nov. 4 2cols. B&W W BIRTHDAY 
td sy Better Homes & Gardens Oct. Sept.20 1 page 4 colors W | Hygeia......... Sept. Aug.25 2cols. B&W W SPECIAL 
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BETTER 


AND SELL MORE 


LAMPS WITH THIS MARK 
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In tember 


“RIGHT LIGHT FOR YOUNG EYES” 


Magazine advertising and window display for September 
are built around the idea of “Safety for Young Eyes.” 
With millions of children going back to school, you should 
remind customers to buy the lamps that Stay Brighter 
Longer and save young eyes from eyestrain. Plan your 
window and store display to tie-in with this selling idea. 


In 6, ctober 


“MOM’S WISE NOW!” 


That’s the advertising slogan for October. “Mom” knows 
there’s a difference in lamps. She wants Mazpa lamps made 
by G-E to be sure that Freckle-Face gets all the light he 
needs. Organize a Junior Salesmen’s campaign in October. 
Schoolboys will be wanting extra money. Help them earn 
it by having them help you fill up the empty sockets in 
customers’ homes. 


THE NEXT FOUR MONTHS ARE PACKED WITH LAMP AND 
LIGHTING MESSAGES IN 22 LEADING MAGAZINES! 


Just look at that calendar! Every round spot represents the publication date of some leading 
magazine that carries a powerful General Electric advertisement . . 
lighting, safe seeing, and I. E. S. Better Sight Lamps. 

During the next four months General Electric’s 200,000,000 impressions in 22 magazines 
will average 20 messages per wired home! 

These messages will tell your customers of the need for Better Bulbs for Better Light . . . 
the kind that Stay Brighter Longer . . . and Better Light for Better Sight. Each advertisement 
carries a strong message to buy. Read how you can cash in on this powerful advertising . . . 
how you can sign your name to it... by using G-E’s 3 point Plan outlined above. 


. featuring lamps, 


ERAL 


AUGUST, 1936—ELECTRICAL MERCHANDISING 


1936 
SUN Ss 
Se 
Cor 
q Pri Sar 
hs 
| 


ing 


ent 


BETTER LIGHT - 


ADVERTISING MESSAGES 
MAZDA LAMPS 


WITH ($6) 3 POINT PLAN 


In ovember 


“SELL BY THE CARTON” 


November is “Sell by the Carton” month. With Mazpa 

Lamp prices lower than ever, more people will buy more 

lamps at one time. Urge them to keep a carton of spares 

on hand . . . Also try selling more lamps to merchants 

in your own neighborhood. Some one is getting this business 
. why not you! 


FLU ther 
eyes 
TONIGHT? 


In D scamber 


SELL LIGHT FOR DECORATION 


The little gnomes in the December advertising are full of 
interest for your customers. Use them to help you sell light 
- holiday lighting, portable 
lamps for gifts, and especially G-E Mazpa Christmas tree 
lamps. Suggest to your customers to put up outdoor 
Christmas decorations, too. 


for decoration this month . 


Extra f OCTOBER’S SUPER - CAMPAIGN TO SELL 
1,000,000 I.E. S. BETTER SIGHT LAMPS MEANS 
ADDITIONAL BULB PROFITS FOR YOU! 


An important part of this fall’s Better Light-Better Sight program is a special advertising 
and sales campaign in October celebrating the Second Birthday of the I. E. S. Better Sight 
Lamp. The entire lighting industry is participating in an effort to sell 1,000,000 of these 
lamps in one month’s time. 40,000,000 advertisements in leading magazines will feature the 
“Second Birthday” celebration of I. E. S. Better Sight Lamps. Make this campaign work for 
you by featuring I. E. S. Better Sight Lamps in your store . . . along with 100-watt (and 
larger) Mazpa lamps of General Electric manufacture. 


ELECTRIC 
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BETTER SIGHT 


@ All I.E.S. Better Sight Lamp makers will offer “Second 
Birthday” Specials, representing the best values they can 
devise. These lamps will carry the special blue and gold 
1.E.S. Birthday Tag (shown above) and the public will be 
strongly urged to look for it in every store that sells port- 


able lamps. 
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OE LOUIS is not the only 
fighter who has kept on milling 
ineffectively after a clip on the 

jaw in the third round destroyed his 
punch. Get most of our major appli- 
ance department store managers into 
the confidential corner of a rathskel- 
ler and before long they'll confess 
that two punches early in the game 
have ended their hopes of making a 
cleanup on their departments. They 
are: 
1. The store’s insistence on regi- 
menting outside salesmen on the 
same level as ribbon clerks; 
2. Charging the department high 
prices for floor space occupied, 
which wipes away the profits. 


Down in Wichita, Kansas, there is 
a Scotch owned department store 
which is slightly different. When the 
Kansas legislature bombed utility mer- 
chandising and put a number of bright 
eyed men on the job line, the Innes’ 
high command decided it was a good 
time to replace an ailing music de- 
partment with one that sold electric 
appliances. Bright eyed, eager E. V. 
Reynolds of the Kansas Gas & Elec- 
tric Company was available, and to 
him was given a commission to get 
busy. 

They still tell a story down there 
of how he went to work. Early in 
his connection with Kansas’ most dig- 
nified department store, he attended a 
merchandising strategy meeting. The 
Innes Store wanted some sort of plan 
that would get action. 

Up popped Mr. Reynolds. “I’ve got 
the answer, gentlemen,” he declared. 
“Something that will throw Wichita 
into a furore of excitement.” 

“What do you suggest we do?” 
asked the breathless chairman. 

“Just this—turn loose a flock of 
turkeys from the roof of the Innes 
store with finders keepers,” chortled 
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Wichita, 


Reynolds runs his men like a football team, not 
like clerks; their job is to push out merchandise 


the ebullient Reynolds. “That'll bring 
people down here on the run.” 

The Innes high command was 
amused at the idea but turned thumbs 
down. Nevertheless it was tolerant— 
for here was a new enthusiasm in 
department store merchandising. 

Keystone of the Reynolds’ success 
has been eight salesmen who are 
treated like outside salesmen and not 
like department store clerks. Paid a 
drawing account and commission, run- 
ning as high as 10 per cent on some 
items, the men have additional incen- 
tive in a bonus handed out to them 
every six months when earned. The 
department spends 3 per cent of its 
gross for advertising, and 1 per cent 
for promotion. It should be said, 
however, that commission and adver- 
tising allowance never runs over 12 
per cent on an item. 

Wichita has a population of 111,110 
people. Mr. Reynolds apportioned the 


A graduate of Kansas Gas & Electric, 
E. V. Reynolds got the opportunity of 
creating the Innes appliance department 


city into four sections and assigned 
two men to each one. At the start 
it was decided that all commissions go 
to the men in the territory. If one 
of the two men in each territory has 
a customer down in the books as his 
lead, he gets the commission for the 
sale. Otherwise, the commission is 
split between the two men, regardless 
of who closes the deal on the floor. 
Each salesman has one day on the 
floor each week, and has to help close 
sales for the other fellow’s benefit. 


The department store has a material 
advantage for making outside solici- 
tations, as results show. Seventy-five 
per cent of the store’s appliance sales 
are coming from outside work. Out 
of 1,270 outside calls made recently 
by eight men, some 744 prospects were 
turned up. Of these 744 prospects 
some 584 were granted the first inter- 
view, and 383 permitted night call- 
backs. It takes about 24 calls to get 
14 prospects and one sale, in Mr. 
Reynolds’ opinion. 

“The prestige of a department store 
is a great advantage to the men,” he 
declares. “Furthermore, by paying 
the men a drawing account we can 
keep them in line with the store’s 
policy.” 

The most decided step was taken 
when Mr. Reyolds sold the Innes store 
on the idea of granting 24 months’ 
time on refrigerator sales. That the 
policy was correct is evidenced by 
the fact that today 90 per cent of the 
Innes appliances are sold on the in- 
stallment basis. 

ABC and Easy washers, Frigidaire 
and Westinghouse refrigerators, and 
Zenith radios are stocked by the Innes 
department. Some 65 per cent of 
the store’s volume is coming from 
refrigeration and 15 from radio, 2 
per cent from ranges and about 18 
per cent from washers and ironers. 


Major Appliances at Innes’, 
Kansas, 
From Traditional 
Department Store Red Tape 


OT 


Freed 


ACTION 


Innes is one of Wichita's oldest stores, 
but it has young ideas about appliances 


That the major appliance depart- 
ment in a department store cannot 
be considered an attraction for traffic 
is proved by the experience of the 
Innes store on their capacity day sales. 
On these special occasions, the store 
is crowded. In comparison with other 
departments the appliance branch 
shows very little drawing power. 
proving in Mr. Reynolds opinion that 
this sort of business has to be gone 
after. 

The Innes high command recog- 
nizes that the appliance market is giv- 
ing the store a real opportunity. But 
—and here they are different from 
so many department stores—they are 
giving the department plenty of rope 
and no hobbles. Assessments are made 
on the basis of volume and not floor 
space. In a year’s time the depart- 
ment’s sales show an increase oi 
over 105 per cent. For 486 consecu- 
tive days there was a daily gain. At 
this rate Innes bids fair to become 
the leading factor in Wichita sales. 
and moreover, at a profit to the house. 

“We are so convinced that our sys- 
tem is right,” says Mr. Reynolds, 
“that we look forward to the day 
when portable air conditioning units 
selling at $250 will be placed on the 
market. We feel we could make a 
little history along that line with our 
present setup.” 


AUGUST, 1936—ELECTRICAL MERCHANDISING 


oh 
~ oe 
7 


MOST BEAUTIFUL 
ELECTRIC RANGES 


@ History has repeated itself! The Electric range pioneer - 
ing period is over. Like other popular major appliances, 
the electric range “‘arrived.”’ Already this year sales every- 
where have shown a sharp advance over 1935. But... 
it’s over the goal line with Westinghouse in 1936! Retailers 
of Westinghouse Golden Jubilee Electric Ranges have 
rocketed sales “sky high.”” Here indeed is real proof that 
it’s wise merchandising to play with the winner — if 
you want profitable touchdowns. Get in the game. The 
Westinghouse Range Fall Plan Book is bulging with 
new strategy. See it. 


Electrifying America! Pictured here are two been winning such unprecedented favor everywhere. 
Westinghouse Ranges typical of the beautifully It will be well worth your time to learn al/ their 
styled complete line —11 models in all — that has features. 


THE ““ECONOMIZER’’ SPEED UNIT HAS CLICKED! 


18% less to cook electrically! This is the everyday experience of women 
who own Westinghouse Golden Jubilee Electric Ranges equipped with 
money-saving “‘Economizer”’ units. Unparalleled cooking speed — scorch 
ing, sticking eliminated — these are other “Economizer” features that 
have led enthusiastic women the country over to say, “I’m glad I bought 
a Westinghouse Range.” 


Westinghouse 


jee ELECTRIC RANGES 


EVERY HOUSE NEEDS WESTINGHOUSE 
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Here is a book packed with smart selling helps. 
New! Different! Flexible! Amazingly adapted 
for practically every kind of activity. Refresh- 
ing angles in sales education, newspaper 
advertising, direct mail, window and store 
displays, radio programs. All in all, the most 
amazingly usable array of sales helps and 
selling materials the industry has ever offered 
in a single plan book. 


ASK TO SEE IT! 

Take a look at the Westinghouse ‘Over the 
Goal Line”’ Plan Book. You won’t put it down 
even after you have studied every page. Don’t 
wait. Send your request in NOW. 


MAIL THE COUPON! 


Westinghouse Electric & Mfg. Co., 
Merchandising Division, Mansfield, O. 


I want to see how I can go over the goal line 
with Westinghouse. Show me your Fall Plan 
Book. 


Company....... 
Address 
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Miss Belle Kogan, national authority on home equip- 
ment design, echoed the unanimous opinion of American 
women when she cited the Empire line of Westinghouse 
Electric Water Heaters for outstanding beauty. And 
no wonder! These modern water heaters are beautifully 
styled and proportioned. They are durably finished in 
chip-, crack-, and craze-proof white Dulux that resists 
heat. Designed for the homes of tomorrow, the Westing- 
house Empire models are contributing essential beauty 
to the all-electric kitchens of today. 

But the Westinghouse Empire line is popular for 
more than exterior styling. Inside engineering and 
construction quality have struck a new standard in 
economical performance that has also won nation-wide 
recognition for dependability and efficiency in all types 
of service. You are urged to learn this inside story of 


The Empire line of West- 
inghouse Golden Jubilee 
Electric Water Heaters is 
available in 10, 30, 40, 52, 
66, 80, and 120 gallon ca- 
pacities, with copper-bear- 
ing galvanized steel tanks 
or Monel Metal tanks. 
Standard round models 
are made in 10, 30, 52, 66, 
80, and 120 gallon sizes. 
Exclusive thermostat con- 
trol makes all sizes easily 
adaptable for every type 
of domestic service. 
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Westinghouse Electric Water Heaters—both the Em- 
pire line and the standard round models. For it is the 
enduring, service-free inside quality of the entire line 


that has constantly pyramided reputation and profit 
for merchants from coast to coast. 


RIDE ON THIS SPECTACULAR SELLING TIDE 
Merchants, wise to the needs and wants of millions of 
American women, have seen the Westinghouse Electric 
Water Heater as PROFIT MERCHANDISE, instead 
of a “pioneer’’ product. As a result, up to June Ist, 
their sales leaped 7214 per cent above last year. YOU 
can share in this spectacular advance. The acclaimed 
beauty and quality of the Westinghouse Electric Water 
Heater are backed by the most comprehensive promo- 
tional program in history. Complete details are yours 
for the asking. Mail the coupon TODAY! 


Ask for samples of the factful catalog . . . powerful visualizer . . . prospecting 
plans and contests . . . intriguing literature for all purposes . . . salesman’s 
library volumes . . . local advertising helps. Get the story of your market- 
opportunity with Westinghouse Electric Water Heaters. The time is RIGHT 
right now. 
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Westinghouse Electric & Manufacturing Company, 
Merchandising Division, Mansfield, Ohio 


Show me the big opportunity ahead with Westinghouse Electric 
Water Heaters. I want to see EVERYTHING. 
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The tiger's claws and lion's teeth 
are rather futile against the 
Rhinoceros, whose tough hide 
provides staunch Protection 
against his natural enemies. 


XYGEN is the natural enemy of 
O electric heating-elements. But 
it has a tough fight when it attacks 
elements made of Chromel. This 
nickel-chromium alloy forms its own 
dense, protective skin which the 
oxygen can scarcely penetrate. This 
is a natural property of Chromel, and 
thirty years of manufacture have 
taught us how to develop that pro- 
tection much further. This means 


that heating devices equipped with 
Chromel satisfy your customers, in a 
way both you and they have a right 
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to expect. Thus the good behavior 
of this alloy protects the good name 
of the device maker who uses it, and 
the good name of you, the dealer. ... 
We tell you about Chromel to invite 
your confidence in devices that use it; 
and we hope the facts told will be of 
some value to you in your sales talk 
to your prospect. In our Catalog-K (M) 
you also may find information that 
would be helpful and educational, 
if you’re technically minded. We'll 
gladly send you a copy. Hoskins 
Manufacturing Co., Detroit, Michigan. 
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Closed 
and Ope 


H. HARNED, sales manager, 

Tennessee Valley Appliances, Inc., 
down in Nashville, has had his prob- 
lems with salesmen. One of his biggest 
headaches was keeping the men on the 
job. Some time ago he hit on an idea 
that has been working very much like a 
charm ever since. In fact, he’s just 
about forgetting to cross his fingers. 

Throughout the year, the sales force 
averages 18 commission men _ who 
handle electric ranges, water heaters, 
refrigerators, washers, ironers, radios 
and stokers. Of these men 15 have been 
with the firm more than a year, which 
is probably longer than the average 
commission man remains on the job. 

While scratching his head for ideas, 
in addition to digging up old methods 
proved workable, “A. H.” came across 
the idea of combining both the closed 
and open territory systems. So his first 
step was to get hold of a map of Nash- 
ville and adjoining residential districts, 
grab a red pencil and divide the city 
into territories as equitably as possible. 
In making up the map he took into con- 
sideration the fact that there’s more po- 
tential business in four blocks of ultra 
fancy homes than in the same number 
of less expensive residences. 

He called in the sales force, smiled 
cheerfully, then began, “Boys, there’s a 
‘new deal’ at hand which will mean a 
lot to all of us and the beauty of it is 


The competitive 
phase of the sales 
plan keeps the men 
on the job making 
contacts. 
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A. H. Harned, 
sales manager 
and J. W. Jor- 
dan, sales promo- 
tion manager, 
frequently come 
forth with ideas 
and helps that 
provide added 
sales ammunition 
for the men. 


ERRITORIES 


A. H. Harned of 
Tennessee Valley 
Appliances has de- 
veloped a plan his 
salesmen are capital- 
izing on 


that I think it’s workable.” After this 
brief opening he gave them the details. 

When a man was given a territory it 
was all his, with a few exceptions, from 
nine in the morning until three in the 
afternoon, after that it was open to one 
and all. 

Every man’s territory is of such a 
size that he is able to cover it every 60 
to 90 days. That includes time for 
thorough canvassing. His contacts and 
resulting’ actions are jotted down on 
cards. These are turned in daily at the 
8:30 sales meeting. Maybe he had a 
chat with Mrs. Murphy and found her 
mildly interested in an electric range. 
This he notes on a card. If successive 
notations state “not at home” or show 
that he hasn’t been following the pros- 
pect actively, then Mrs. Murphy isn’t 
considered an active prospect, in fact 
no more than if she had never been con- 
tacted. 

Such cases are exceptions to the 
closed territory rule. If a fellow sales- 
man hears of a lead in another’s terri- 
tory of the “non-active” type, he is 
eligible to try to make the sale with no 
legitimate complaints from the man 
supposed to cover the section. 

Another exception to the rule is 
brought about through the permission 
of the sales manager. If during the 
hours of the “laissez-faire” period a 
salesman learns of a good lead in 
“Fred’s” territory he calls the office to 
find out whether or not he can follow. 
Mr. Harned looks for the card and if he 
finds that “Fred” hasn’t a record of the 
prospect or hasn’t followed closely, he 
gives the salesman permission to go 
after the prospect. 

Sales made in the store are credited 
to the men. If a sale is made to a per- 
son who hasn’t been carded or hasn’t 
been contacted frequently, the salesman 
of the purchaser’s neighborhood re- 
ceives half of his regular commission. 
lf he has been active on the prospect he 
receives his full bonus. 
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NO, SON—| THINK 
BIG BEN IS THE 
BIGGEST 


MOTHER, IS THAT 
THE BIGGEST 
CLOCK IN THE 


ISN'T THERE 
A BIGGER 


JERSEY CITY, N. J. 
Dial diameter, 50 ft. 


CHICAGO, ILL. 
Dial diameter, 40 ft. 


But, without guessing, you can name the 


BIGGEST 


MAGAZINE 


F THE world’s biggest clock ticked off 
the circulation of the world’s biggest 
magazine at one copy a second, it would have 
to run continuously, night and day, for 
100,000 minutes—more than two months—to 
register the close to 6,000,000 copies printed 
every week. 


That’s the gigantic circulation of The 
American Weekly . . . twice that of any other 
magazine on earth! In the 624 counties in 
which The American Weekly concentrates 
87% of its circulation, 68% of all families 
live and 81% of all retail sales are made! 


In these counties are located all cities of 
10,000 or more population, in most of which 
The American 
Weekly is read 
regularly in from 
1 out of 5 to 1 out 
of every 2 homes! 


That’s the 
world’s most 


The 
AMERICAN 
WEEKLY 


NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


THE 


**The National Magazine with Local Influence”’ 
Main Office: 959 Eighth Avenue, New York City 


powerful selling support . . . the sales-stimu- 
lating backing given retailers by manufac- 
turers who advertise the every-day necessi- 


ties and luxuries of life in The American 
Weekly. 


What The American Weekly is 


The American Weekly is the largest maga- 
zine in the world. It is distributed through 
the 17 great Hearst Sunday Newspapers. In 
627 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 174 cities it reaches better 
than one out of every two families 


In 144 more cities, 40 to 50% of the 
families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. and, in addition, more than 2,000,000 
families in thousands of other communities, 
large and small, regularly buy and read The 
American Weekly. 
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All-Wave, All-World, 
“Self-Tuning” 12-Tube set with 


Metal tubes and “Violin-Shape” Cabinet 
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HERE is no precedent in the radio industry 
for this announcement. 
No manufacturer of radio sets ever before has an- 
nounced a policy of concentrated mass production. 

Ford did it in the automobile business. 

Now Grunow does it in radio! 

Every item in the 1937 line of Grunow radios will 
be a price and quality LEADER. 

The Grunow dealer will be enabled thereby to con- 
centrate on a few fast-selling, strongly advertised sets. 

Starting immediately, Grunow advertising spot- 
lights attention both on TELEDIAL, the No. 1 radio 
sensation of the year—the new self-tuning radio 
that brings in 15 stations in 15 seconds, perfectly 
tuned; and on the new, patented “VIOLIN- 
SHAPED” cabinets which remove the last trace of 
cabinet resonance. The last word in All-Wave, All- 
World radios, plus TELEDIAL and “VIOLIN- 
SHAPED” cabinets! 

And that’s not all the story. Look at the prices. 
Low price levels never before reached in radio. 
TELEDIAL sets priced way down under conven- 
tional sets without TELEDIAL. Mail-order-chain, 
private-brand competition stopped cold by their own 
kind of prices on more attractive and higher-quality 
products. 

Backed by powerful promotion, Grunow will write 
radio history in 1937. Let us send you full details of 
this advanced step in radio merchandising. Write today. 


And SHIRLEY TEMPLE 


Shirley is the Grunow Teledial girl! At the same time you read 
this, the first ads in a smashing national magazine drive will 
appear directed to over 12 million homes — featuring the lovely 
little 20th Century-Fox star, whose newest release is “The Poor 
Little Rich Girl.” By special arrangement with the studio, a local 
tie-up promotion which will net hundreds of prospects is avail- 
able to all Grunow dealers, from your distributor. 
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- | A quality, 1l-tube set with Metal 
lio tubes, “Violin-Shaped” Cabinet, and All- 
Wave, All-World reception at the price of a “Six” 


Look At This “GRUNOW ELEVEN” Chassis 
This tells the quality story! The cleanest chassis for 


E service you’ve ever seen! Its size and metal tubes 


read are impressive selling features. 


‘oor GENERAL HOUSEHOLD UTILITIES COMPANY 
ocal CHICAGO, ILLINOIS « MARION, INDIANA 


vail- Manufacturers of Grunow Super-Safe Carrene Refrigerator ¢ Grunow Household Radios « Grunow Automobile Radios 
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Prince Bros. Radio Service Company 
of Birmingham, Ala., win national sales 


contests without an outside sales force. 


By George H. Watson 


85% of Washer Sales 


A woman demonstrator on the job in the store shows the prospect the latest im- 
provements in an electric washing machine. 


Then she demonstrates the ironer, and below, front of the Prince Bros. store with 
attractive show windows to help draw customers into the store. 


HERSCHEL and W. H. PRINCE 


ade Within the Store 


UCCESS in getting washing 
4 machine prospects into the store 

for demonstrations, thus elimi- 
nating the trouble and expense of 
home demonstrations is making the 
cash register ring for Prince Bros. 
Radio Service Co., Birmingham, Ala. 
This concern makes 85 per cent of 
its sales inside the store and doesn’t 
find it necessary or profitable to main- 
tain an outside sales force. 

As an indication of the volume of 
business enjoyed, the company re- 
cently lead the whole southeast in a 
two-months sales contest sponsored by 
one manufacturer, going 333 per cent 
of quota and winning a free trip to 
the factory at Bridgeport. A $100 
radio offered as first prize by the 
local distributor was also won. Dur- 
ing the contest the store was selling 
two other makes of washing machines. 

“During the 60-day contest we sent 
out a batch of letters to selected cus- 
tomers offering a free bath towel to 
each one who would come in for a 
washer or ironer demonstration,” said 
W. H. (Bill) Prince, sales manager. 
“We did not make the mistake of ask- 
ing them to come in at the same hour 
or on the same day. Instead, we sent 
out a few of the letters each day, ask- 
ing the women to come any time they 
desired during business hours. 

“In this way the woman employed 
by us as a home laundry expert was 
able to give an individual demonstra- 
tion to each prospect. The procedure 
followed was to meet the woman at 
the door and when she presented her 
‘free towel’ card to introduce her to 
the demonstrator who then took 
charge. After a short demonstration, 
she asked the visiting woman to sit 
down at the washer and ironer her- 
self and get the actual feel of the 
machine in operation. This technique 
is followed by automobile salesmen of 
getting the prospect behind the wheel 
and we believe it works well in selling 
washers. 

“The demonstrator then turned the 
prospect over to a member of the firm 
and we then immediately tried for a 
close. We sold 15 to 20 per cent of 
these prospects and sold one ironer for 
each four washers. Wherever the 
subject of home demonstrations came 
up, we stated that we did not go to 
the expense of maintaining an out- 
side sales force and for that reason 
we invited her to the store. We also 
suggested that she would not want a 
machine which had been ‘tried out’ 
in two or three other homes. How- 
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ever, where a woman indicated she 
would buy provided the machine came 
up to expectations we would send it 
out on a sort of conditional sale. 
“Whether the visiting women 
bought or not we asked them all 
before leaving to register and partici- 


‘pate in the drawing for a radio. In 


registering we also obtained from 
each customer a complete inventory 
of electric appliances in her home. 
This gave us an opportunity to ap- 
proach her on the sale of other needed 
appliances such as refrigerators and 
radios. 

“We found that only about 25 per 
cent of those invited to come for the 
free towel were worthless as pros- 
pects. This was because we had 
selected them carefully from our books 
and from our own personal contacts. 
It might be said that one reason we 
are successful with indoor selling is 
that we carefully work our old cus- 
tomers, especially as they come in to 
pay bills. We never send a washing 
machine or other appliance out until 
we have checked the customer’s credit. 

“In the promotion described we are 
glad to say that price was not a con- 
sideration. Shoppers looking for 
“nothing down and $1 a week,” were 
not attracted. We made only one 
washer sale for $49.50, most of them 
being for $79.50 and $100. We carry 
our own paper, thus maintaining con- 
tacts with customers as they come to 
the office to pay their bills. 

“Besides the store contacts as devel- 
oped through direct mail and by show 
window displays, we find that theatre 
advertising is our best medium. Dur- 
ing the 60-day washer promotion, we 
ran a synchronized trailer on the 
screens of four downtown theatres. 
The trailer was shown after each fea- 
ture length picture and drew more 
comments than any advertising thus 
far attempted. Dealers wishing to get 
further details as to this type of adver- 
tising may consult any theatre man- 
ager. 

“As our name indicates, we began 
business as an exclusive radio repair 
business, taking on sales later in order 
to capitalize fully on our customer 
contacts. We repair around 150 
radios per month, and first we stocked 
new radios more or less on demand 
of our customers, then refrigerators 
and then washers. The time has come 
in our opinion when strictly service 
shops may well add sales as they seem 
to go hand in hand, whether service 
follows sales or sales follow service.” 


LECTRICAL MERCHANDISING 


| 
4 
- | 
| 
“a 
| 
WEEK! 
= a 


ELECTRICAL MERCHANDISING—AUGUST, 


OUR AFTER HOUR Lovell 
rolls ride under destruc- 
tive pressure over ridges of 
hardened steel and pulleys that 
distort the shaft—just to prove 
that Lovell rolls resist abrasions 
—just to prove that Lovell pe 
will not break. 


Hour after hour Lovell rolls, 
turning in opposite directions 
against rolls of every make, 
eventually wear the inferior 
roll down to the bare steel 
shaft—just to prove that Lovell 
rolls wear longer. 


Hour after hour inch thick 
boards are fed through a Lovell 
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Right: Roll Shaft Test 


wringer—just to prove that the 
rubber will accept with ease the 
heaviest, thickest garments. 


Therefore, when Lovell, maker 
of rolls for more than 40 years, 
and the only wringer manufac- 
turer in the world that builds 
its own rolls, says “Lovell 
Rolls Are Best,’”’ you can be 
sure that this claim has been 
proved by countless tests. 


LOVELL MANUFACTURING CO. 
ERIE, PA. 


How to wash blankets by 
using only the wringer 
and other unique informa- 
tion on home laundering 
are contained in this 48- 
page illustrated booklet. 
Send post-card for free copy. 
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C. H. BROCK 


Chadron, Neb. 


_ H. BROCK, salesman for the 
e Western Public Service Com- 


pany, Chadron, Nebraska, lays claim 
to the title “Rancher” of the Quota 
Busters Club of the Westinghouse 
Electric & Manufacturing Company. 
The title automatically proclaims 
Brock as the man who piled up the 
greatest percentage of quota during 
1935 among Westinghouse refrigerator 
salesmen. 

Inasmuch as Brock operates in a 
territory of widely scattered communi- 
ties—50 miles of small farms, he says 
that much of his selling has been done 
on a friendship basis. You have either 
known the prospect a long time or he 
is an acquaintance of one of your good 
customers. Brock has virtually a small 
army of men, women and children who 
report prospects to him—to say noth- 
ing of service men and meter readers 
of the company. 

Brock has another theory about sell- 
ing appliances that is significant: he 
refuses to load up a customer with 
more merchandise than he can be 
financially sponsible for. He knows 
that it will do him more harm if the 


sale is made and then the box is turned 


back later It is typical, too, of the 
man who must depend on the people in 
his territory to trust him and respect 


his judgment. 
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EDWIN E. CRITSER 
St. Louis, Mo. 


PENED in December, 1935, the 

Leaver Appliance Co., has cap- 
tured the Kelvinator blue banner in 
metropolitan St. Louis four out of the 
five subsequent months due, in a large 
measure, to the unusual sales closing 
ability of Edwin E. Critser. 

December sales ran up to 35, March 
58, April 52 and May 55. Mr. Critser 
took up specialty selling in 1925. 

In these highly competitive times, a 
refrigerator prospect lives only two 
or three days, in the experience of Mr. 
Critser. “Some men will work up 
a prospect to a certain degree and then 
say, ‘I’ll see that baby in a week,’” he 
observed. “They’ll go back and some- 
times find another job in the house. 

“We make a record of all calls and 
on the second or third day following 
the inital call, I’ll ask the outside man, 
‘What’s the matter? Why haven't 
you brought him in?’ 

Mr. Critser and his associates have 
closed about 90 per cent of the pros- 
pects brought in by canvassers. “If 
we failed,” he explained, “the outside 
man would get discouraged and quit.” 

The case of every prospect requires 
individual treatment but when the 
prospect turns and says, “I'll go home 
and think it over,” Mr. Critser begins 
to hammer away on the 
theme: “You need it today.” 


” 


“today” 


JOHN BRANGENBERG 
St. Louis, Mo. 


58-year-old man with a limited 

education and no selling experi- 
ence answered a St. Louis newspaper 
advertisement for a refrigerator sales- 
man back in January, 1928. 

The would-be salesman was John 
3rangenberg and the advertiser, Char- 
les F. Kroemeke, Inc., one of the first 
Frigidaire dealers in Metropolitan 
St. Louis. 

“You're pretty old to start special- 
ity selling,” said Supervisor F. H. 
Hackman after the applicant told him 
he was 58 years old. 

“I grant you that,” replied Mr. 
Brangenberg. “But I can do it.” 

“You can’t remember names like a 
younger man,” said the sales super- 
visor as he sought to discourage him. 

“IT came here to find out what I 
don’t know,” was the impatient reply 
of the job-seeker. “Not what I al- 
ready know. If you're interested more 
in my memory and age, let’s forget 
it.” 

Said the supervisor: “Well, I like 
your nerve. You make out an appli- 
cation and I'll take it to the manage- 
ment.” He was put on the payroll at 
a straight salary of $25 a week. The 
year 1928 was uneventful. 

When Charles F. Kroemeke, Inc., 
compiled the 1929 selling records, it 
was found that this 59-year-old sales- 
man had led the selling staff of St. 
Louis’ second largest Frigidaire 
dealer. 

He duplicated his leadership feat 
in 1930, nosing out a fellow salesman 
who had sold as many units but who 
had four credit rejects. Seven years 
out of eight he broke his quota, losing 
out the one time on account of illness. 
And at the end of June this year (he’s 
67 now) he achieved his 1936 quota. 
His annual commissions have always 
earned him a good living. 

His fellow workers regard him as 
a “consistent old plugger.” 


Outstanding 
Retail 
Appliance 
Salesmen 
On The 
Firing Line 


H. V. FARIS 
Akron, O. 


HE figures on the blackboard tell 

the story: H. V. Faris, salesman 
in the Akron Division of the Ohio 
Edison Company, sold in one month a 
total of 52 washers and 23 ironers 
(ABC) for a total volume of $5,978.- 
71—and all in one month. 

Mr. Faris says there is no secret 
about his selling methods. Securing 
prospects being the hardest part of the 
job, he concentrates on that by using 
the user. That’s all: using the user. 
So important is this factor, he says 
that if customers are not given com- 
plete satisfaction in early sales then 
the future business is going to suffer. 

“Care should be exercised never to 
misrepresent the product, says Mr. 
Faris, “Then when the time comes 
to go back and see them for prospects 
you will be welcome in their homes. 

“Using the user for prospects is 
much more profitable the first sixty to 
ninety days after the sale. The article 
is still new to them and they will talk 
enthusiastically about it to their 
friends. I have listed in sections al! 
my users. When my prospects list 
is low I have but to stop and see how 
their machines are working. I fee! 
confident that when I leave a home 


* shall have one or two new names t 


call on.” 
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T costs you money not to sell. Your overhead—rent, telephone, 


A 


The new Corozone Model KK is 


wages, etc.—goes on just the same and it’s only by increasing opening up markets for air-condi- 
your volume that you can increase your profit. tioning dealers everywhere. Priced 
One big reason you don’t sell old customers more things is that pets tn pene low figure of 
the alread h 1 thi | . (slightly higher west of the Rockies), 
y y have nearly everything you could offer them. cooling and 
One reason you don’t get more new customers is that they, dehumidification within reach of 
too, are pretty well “saturated” with things electrical. everyone. 
They will buy again only when you show them something they Other units both domestic and 
4 Need—Want—and Can Afford. commercial for other seasons, or for 
Sell them Corozone Air Conditioning! Corozone fits right into year-round service, make Corozone 
your present set-up. No need to hire technically trained specialists. a 12-month business. 
No need to organize installation crews or service departments. No Right now Corozone Model C is 
ducts, no construction, for Corozone is portable, package, mer- timely. By eliminating dust and 
chandise, sold just like other things you are handling. Covers both pollen from the air, it brings relief 
Domestic and Commercial field. to hay-fever sufferers. 
Investment? Four or five models afford a dealer a represen- 
tative display from which to sell. 
Qualifications? If you can sell refrigerators or appliances you 
can sell Corozone—and sell it 12 months of the year, for there are 
| tell compact, portable, self-contained units for every need, every season. 
Shio Wire or write for Corozone’s Merchandising Plan. It analyzes 
ode this 5-billion dollar market, tells you who and where your best pros- 
ners 
78.- pects are—and how to SELL them. 
i Self-contained, portable Room Cooling Units — 
' the Commercial Cooling Units . . . for Summer Sale. 
sing 
ser. Compact, portable, Humidifying Units . . . for Feall, 
og Winter and Spring Sale. MODEL KK 
Ionizing Units in a variety of models to Purify, 
r to Deodorize and Revitalize . . . for Year-’Round Sale. low price of $249.50*. 
Mr. ¢ Dimensions: 18” x 32” x 32”. 
mes Prices range from $19.75 to $350.00.* | Weight: 225 Ibs. 
ects 
is 
y to 
‘al COROZONE AIR CONDITIONING CORPORATION 
heir CLEVELAN D, 
all 
DISTRICT OFFICES 
omg NEW YORK PHILADELPHIA SACRAMENTO 
Ss ti The Corozone Air Conditioning Corp. of New York Avon Corporation Western Air Conditioning Corp., 
11 West 42nd Street 122 South 22nd Street California-Western States Life Insurance Bldg. 
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ORNERED in his 


showroom for 


attractive 
an explanation 
of the methods he uses to roll 
up record breaking refrigeration and 
electric appliance sales volume, Lymon 
L. Silkensen, “Silk” to his fellow 
Galvestonians, replied, effect, 
“Shucks! I haven’t done anything 
out of the ordinary. We just keep on 
selling and selling.” 
But back of that modest remark is 
a dynamic dealer, a group of dynamic 
salesmen, a dynamic organization and 
a dynamic selling plan. The quartet 
has rolled up an annual sales volume 
of more than $160,000 as compared 


with only $50,000 in 1931, when 
“Silk” became a dealer. And it has 
been accomplished on an island with 
only 53,000 persons, thousands of 
whom are colored or Mexican. 


Electrical 
correspondent 


Merchandising’s roving 
climbed off an_air- 
cooled train in Galveston to bite his 


teeth into a temperature comparable 
in New York. On the way 
to his hotel, a white Buick flashed by 
the cab. A little farther on a white 
Chevvie shot by. His _ curiosity 
aroused, the roving writer asked the 
about it. 

“Oh, them white cars,” he replied, 
“Them’s Silkensen’s—he’s the big 
Frigidaire man in these here parts.” 

And the pair already seen were only 
two of a fleet. It’s part of “Silk’s” 
showmanship, a showmanship _ that 
has brought him a large share 
of the household refrigeration busi- 
ness in the town, and most of 
the commercial refrigeration and air 


with that 


cabbis 
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good salesmen, but in addition I have 
good book-keepers, the best service 
men 1 can find and an A-1 porter. 
I pay the highest salaries in this part 
of the country and at the end of the 
year, commission salesmen and 
salaried employes from the porter up 
to the president collect a bonus based 
on profits of the company. 


A showroom scene showing Silkensen interviewing a prospect. 


conditioning installations in addition. 

Specialty dealer par excellence is 
this man. A South Dakotan by birth 
and early specialty selling training, 
he migrated to Texas ten years ago 
to become manager of the Galveston 
store of and Blackburn, Inc., 
south Texas distributors for Frigid- 
aire. In 1931, when his bosses were 
about to accept an attractive offer for 
the dealership, “Silk” woke up and 
after asking what was going on, pro- 
moted enough money on his personal 
note to buy it himself. 

“We don’t do anything out of the 
ordinary,” he said. “But we try to 
treat our employes and our customers 
right. I have an organization of 
around twenty-five people. I have 


Cox 


FRIGIDAIRE. 
SILKENSENSCON 


as? 


q 


The Silkensen 


car 
and trailer men- 


tioned in the story. 
The rest of the Sil- 
kensen fleet in front 
of his establishment. 


That was L. L. Silkensen’s explanation of his $160,000 refrigera- 
tion volume. . . . But showmanship and a dynamic sales 


organization put this Galveston, Texas, dealer on the map. 


“Last Christmas it amounted to two 
weeks’ extra pay for salaried personnel 
and one per cent on their year’s sales 
volume for commission men. Salaried 
employees get two weeks’ vacation with 
pay and are paid five per cent on all 
merchandise they may sell. As a 
means of developing sales-mindedness, 
service men are given five per cent on 
parts and service contracts they sell 
and five per cent of collections they 
make on back accounts turned over to 
them. 

“The result is a two-fisted, hard- 
fighting outfit that works, thinks and 
fights for the firm with the result 
everyone in town thinks we are a 
pretty good outfit and worth giving 
business to.” 

“But this extravagance” of “Silk’s” 
goes much farther. He maintains a 
service organization that works on 
the theory that the customer is right. 
His servicemen have been with him 
from five to eight years and know 
not only their products but their cus- 
tomers. All of which makes it hard 
for less successful dealers to compete 
because Silkensen customers are satis- 
fied customers and are not backward 
when it comes to telling their friends. 


(Please turn to page 78) 


Left, E. A. Cox, president, Cox & Blackburn, Inc., Frigidaire’s south Texas dis- 
tributors, and right, L. L. Silkensen, subject of the story. 
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a- The word goes ‘round .... Premier dealers are making money ... . Here's 
- just another proof of it . . . . Now—In addition to a complete line of quality 
built vacuum cleaners—Premier Dealers can offer two up-to-the-minute, 


P- smooth-running, Premier motor-driven brush cleaners at the special and 
astonishingly low price of $39.95 retail and the customer's old cleaner. 

si Something to offer customers? Something to get them excited about? Some- 
ve thing to give them value for their money? Well, you sell vacuum cleaners. 
ith What do you think? 

a And that isn't all that Premier has to offer aggressive dealers .... The 
os Premier Dealer Profit Sharing Plan 
ell covering the complete line and con- 
1eV 

nel taining sustained, forceful magazine 
iia, advertising, planned, systematic 
_ newspaper campaigns, striking new 
og window displays, sales training— 
ing contests— booklets— mailing pieces 
’s” and everything from “soup to nuts” 

. in the way of promotional aids, 18 Above—The special Combination Offer—A 
Standard Premier "37" plus th w ional 
already bringing in plus business 
10W and added profit to hundreds of new for $39.95 and the customer's old cleaner. 
sa dealers and is yours on request. 
pete Left—The Premier Duplex 8 with Search-Lite 
tis- Consider this new combination offer end meter—The Sandard of Varun 
ard Cleaner Excellency. 
nds. .... Study the complete line of 


Premier Quality Vacuum Cleaners 
and be convinced that here is a 
proposition with possibilities never 
before offered to a dealer .... Then 
—Write your nearest Premier Di- 
vision and have him present to 
you the Premier Dealer Profit 
Sharing Plan. 


NG 


Right — Premier Search-Lite ...a 
lower priced model with dozens of features 
usually found only in the highest priced 
cleaners. 


Center — Pre- 
mier Spic-Span, 
Model 34—The 
Handy cleaner 
with 101 uses 
—Another out- 
standing value 
for the Price 
buyer. 
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Here is a portable heater that will sell readily 
to your better trade . . . bringing you a “worth- 
while” sale at a substantial profit. 

This newly invented heater provides fan circu- 
lated “hot-water heat” from electricity. The dry, 
unpleasant heat direct from elements is eliminated. 
Instead, the gentle heat flows like a warm summer 
breeze. 

There are no open, red-hot wires—a new safety 
feature. It is healthful—does not burn oxygen 
out of the air. Altho only 13 inches high, it con- 
tains 1,032 sq. in, of copper heat-transfer 
surface. The non-freezing, heat radiating liquid 
is sealed in—no refilling. It is sold with a 5-year 


GUARANTEE. 


Now you can furnish your customers with the 
efficient vapor type humidifier in a portable unit 
for homes and offices. It obsoletes the water- 
sprays which, while partially humidifying the air, 
precipitate moisture on furnishings and absorb 
room heat. 

The HEXCEL circulates pure, refreshing vapor 
from 1% pints water hourly. It conserves fuel by 
raising (instead of lowering) temperature. Air is 
filtered and fan-circulated. 

Ample capacity—holds 2% gallons of water. 
Automatic cut-out shuts off electricity when water 
is consumed. Patented “floating-element” con- 
struction heats, as needed, only very small por- 
tion of water in all-copper water chamber. Very 
light—weighs only 25 lbs. Motor and entire unit 
are quality-built thruout. 


Complete 
hual-heat 
ic ONE UNIT 


The heating-plant market is now opened to elec- 
trical outlets. A revolutionary achievement in heat 
production introduces a practical and economical 
all-electric heating plant with a virgin market. 

What customer will not prefer clean, healthful, 
circulating heat to the dust-laden, oxygen-depleted, 
stagnant air from fuel combustion? Fire hazards, 


ve 


firetending chores, sooty surfaces are eliminated. 
In 7 ways this heater saves money. 

No piping . . just connect to current. Heating ele- 
ments are emersed in non-freezing liquid which cir- 
eulates thruout all-copper twin-core. Air is fan-cir- 
eulated thru 5,112 sq. in. of all-copper heat-transfer 
surface. Switch gives double heat, medium heat, 
or cool air . . perfect temperature control. 


HEXCEL 


Write today for full details prices and likercl discounts 


HEXCEL RADIATOR CO. RACINE,WIS. 
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A Finger on 


The Merchandisins 


Some field notes on auto radio, dealer sales, 
replacements, home service, dishwashers, 


Boulder Dam power, roasters and stokers 


N automobile tour through the 
A Pacific Coast and Rocky Moun- 
tain states brings the impression 
of beautiful scenery and _ friendly, 
prosperous inhabitants. At least, if 
they have troubles, they have them 
well in hand. Business on the whole 
seems to be looking forward with rea- 
sonable confidence, and the electrical 
industry does not seem to be missing 
many of the tricks. 

It is interesting to note how many 
times the programs received on the 
automobile radio were sponsored by 
electrical firms, for the most part em- 
phasizing refrigerators. The ones with 
the news angle of a special event in 
the store seem to have more pulling 
power than the purely promotional 
announcement. There was some in- 
stitutional advertising too, notably ef- 
fective being the “Light on the West” 
programs of he Public Service Com- 
pany of Colorado, featuring conversa- 
tions between a small boy and an old 
time lineman. 

But there are large areas where 
through static, or interference from 
paralleling power and telephone lines, 
the auto set can be of little use. And 
“dead spots” are numerous. Indicat- 
ing that the radio firm which does a 
good job of selling through these dis- 
tricts is really good. It is easy to 
understand why home demonstrations 
and week end “trials” are necessary. 
And eastern manufacturers would do 
well to realize that short wave recep- 
tion west of the Rockies is not what 
it is on the eastern coast. Time and 
daylight interference is against it. Too 
great an emphasis on this feature in 
national advertising makes it hard for 
the western dealer, whose customers 
expect too much. 

In spite of gaps in reception, auto 
radios make good selling, but it would 
be better, say dealers, if modern car 
construction had not made installation 
of the aerial such a difficult job. The 
men who make the sets might profitably 
have a heart to heart talk with the 
men who make the cars. As it is, 
sale of auto radio is now largely in 
the hands of automotive shops and 
garages. With a little encourage- 
ment, and a more exclusive repre- 
sentation, the radio dealers could prob- 
ably make a far better job of selling 
this equipment than is now being done. 

On the whole, dealers are more 
prominent in the electrical sales pic- 
ture than ever before, The tendency 
throughout the West; as elsewhere in 
the nation, is toward a policy of in- 
creasing cooperation on the part of the 
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utilities. Dealer coordination depart- 
ments keep the dealer in touch with 
company plans as soon as they are 
available and give him an opportunity 
to compete on equal terms. Payment of 
power company salesmen leans more 
and more to the “kilowatt added load” 
basis, with credit for dealer sales. In 
more than one territory where three 
years ago there was great bitterness 
of feeling toward the utility, dealers 
now speak in terms of genuine friend- 
liness of the help they are receiving. 
One utility is said to be going still 
further to restrict its field of mer- 
chandising leaving the sale of the 
smaller appliances to dealers exclu- 
sively. 

The Montana Power Company, since 
the first of the year, has joined the 
ranks of those who are encouraging 
dealer sales, running “See your dealer” 
ads and giving home service demon- 
strations in dealer stores. As a re- 
sult a number of dealers are for the 
first time pushing electric ranges in 
this territory. In the lighting field, 
this company has for some time been 
doing an excellent cooperative promo- 
tional job. 

Another power company, which has 
recently taken back the merchandising 
of ranges into its own hands, is help- 
ing the dealers in other lines. Some 
remarkable records in local saturation 
have been made by this company. 
They allow three “outs” for their sales- 
men, Either the customer moves out 
of the territory, or he dies, or he buys 
an electric range. They visualize an 
80 per cent saturation through the 
more prosperous districts of their ter- 
ritory, and are very close to it now 
in certain localities Then they plan 
to turn merchandising back to the 
dealer as a replacement job. 

Replacement business, incidentally, 
is nothing to overlook. It already 
amounts to fifty per cent of all sales 
of electric ranges made in some of this 
western territory. Refrigerators are 
just beginning to come into the re- 
placement class, but one sales manager 
reports the sale of six new style boxes 
to replace old ones among the records 
of his last month’s sales. And in Salt 
Lake where the selling of washing ma- 
chines has for years outstripped any 
other section of the country and where. 
as a result, washer saturation is very 
high, washers still, without special pro- 
motion, sell in numbers undreamt of 
elsewhere. Most of them are replace- 
ment sales, dealers report. It looks 
as though the saturation bugaboo 
were largely imaginary. 
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Pulse 


By 
Clotilde Grunsky 


The Pacific Northwest is, of course, 
outstanding in the job it has done in 
range selling. It started early (Mon- 
tana, incidentally, claims the first in- 
stalled electric range and the first car- 
load shipment) and it has been pushed 
as nowhere else in the country. It is 
natural enough that records for kilo- 
watt-hour use per domestic customer 
should also reach record levels in this 
territory. Here is an interesting side- 
light: One of the companies which 
reported one of the highest sales of 
electric ranges last year had an in- 
crease in domestic kilowatt-hour us- 
age far lower than that of another 
company, which put far less new equip- 
ment on its lines, but improved its cus- 
tomer use markedly. What is the 
answer? Of course, a modern range 
replacing an old one actually decreases 
the annual revenue to the company, 
from $60 to about $30, but this factor 
seems to have been about the same on 
both lines. Is it perhaps that the sec- 
ond company is doing a better job of 
home service work and is teaching its 
customers to use their home equipment 
with more success ? 

Home service departments in gen- 
eral are being recognized as increas- 
ingly important by western companies. 
In Utah the girls have a department to 
themselves, closely coordinated with 
the commercial department, but with 
their own independent organization. 
The Rocky Mountain home service 
workers recently staged a conference 
of home service groups, with atten- 
dance from seven or eight states. 
Colorado has an active women’s com- 
mittee, which does a good job in 
organizing the girls to take part in 
the all-employee selling campaigns for 
which the Public Service Company is 
famous, 

The electric dishwasher is begin- 
ning to come into its own. Kitchen 
modernization programs have brought 
it to the attention of the public and, 
it may almost be said, of the electrical 
industry as well. Some of the power 
companies have discovered that it 
makes an excellent tie-in with their 
water heater sales and also that it is 
a subject to which the housewife gives 
a ready response. Only she needs in- 
struction. She doubts whether dishes 
will really be cleaned, she thinks stack- 
ing the dishes will be just as bad as 
washing them, and she has a general 
idea that some moving part of the 
machinery will endanger her best 
china. “There is no home appliance 
concerning which the public as a whole 

(Please turn to page 34) 
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Distributors and Dealers 
everywhere are discovering 
that the way to get away 
from “bread and water” 
profits on Washers and 
Ironers is to take on— 


The 1936 Line of 
AUTOMATIC 
._ WASHERS 


"Hottest Line on 
the Market Today” 


says Mr. Herbert H. Horn of the 
Herbert H. Horn Radio Mfg. Co., 
Los Angeles, Cal., as he “cuts for him- 
self a 24 Carload slice of Cake.” 

“We expect to cut ourselves a nice 
large piece of cake this year on your 
new line of Automatic ashers. 


5 MODELS 


ranging from $49.95 upward. 
(Slightly higher in West.) Sev- 
eral available with gasoline en- 
gine power. Also the new Auto- 
matic Save-A-Day Ironer. 


lar sl: . 

the form 24 carloads of Here's How Automatic Gives 
s' his li h 

est on the market today, has the great. Dealers What They Asked For 


est eye appeal and with its exclusive 


ones 3 features gives the greatest effi- I. A complete line. 
eee 2. A line with real quality. 
There’s the “Automatic” story in a 3. “Eye Appeal” in every model. 
nutshell—Better dealer profits— 4, Exclusive sales advantages. 
” more eye appeal—more exclusive 5. Effective merchandising helps. 
eo selling features. If you're tired of 6. A worth while profit. 
: bread and water you 
eee: thong Automatic gives you all 


write for complete information. these, including “the best 


profit in the industry.” 


AUTOMATIC WASHER COMPANY 
200 W. Third St. Newton, lowa 


President and General Manager . 


Automatic Washer Company, 
200 W. Third St., Newton, lowa 


Yes! ...I'd like to “eat cake” for a 
change. Send along your propcsition. 


“A PIECE OF CAKE” 


SEND THE COUPON =? 
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NEW "DE LUXE” HOSPITALITY TRAY SET 
—More beautiful and useful than ever. Four lap trays of 
beautifully grained walnut or mahogany, matching the 
large tray, are another Toastmaster innovation. Large 
enough to hold cup or glass, plate, silver and napkin, 
they are ideal for individual service. Two double-com- 
partment appetizer dishes in modern white china— 
novel cutting board and knife. $23.50. 

Extra lap trays, $1.00 each; folding stand, $5.00 


AND ANOTHER! This year, Toastmaster gives you 
two Hospitality Tray sets. The standard set, above, 
selis for only $19.75—broadening your market! Has 
the same new fully automatic toaster as the de luxe 
set. Fits the same folding stand. Tray is of beautifully 
grained walnut. A splendid value . $19.75 
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NEW TOASTMASTER FULLY AUTOMATIC 
TOASTER — Our 10th anniversary model, styled by 
one of America’s foremost designers. It surpasses all 
previous models in beauty. Improved with a shock 
absorber to eliminate noise when the toast pops up— 
less tension on the lever makes it easier to push down. 
Equipped with the famous Flexible Toast-Timer—times 
each slice individually. Insures perfect toast every 
time for everybody . $16.00 


Hever before... 


TOASTMASTER HISTORY 


—have retailers been offered such a’ wealth of new 
merchandise. Two brand-new Hospitality Tray sets. A 
stunning new fully automatic Toastmaster toaster. The 
surprise-hit of the season—a two-slice Junior toaster 
retailing for only $7.50! . . . To these add Toastmaster 
Waffle-Baker, fully automatic, selling faster all the 
time, at $12.50. And the one-slice fully automatic 
toaster with Flexible Toast-Timer, at the new low price 
of $10.50. . . . A great line, backed by advertising in 
14 magazines and 32 metropolitan newspaper maga- 
zine sections, with 68 million messages scheduled 
between now and Jan. lst. See Toastmaster’s special 
money-making Deals on next page. And order now! 
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and a SPECIAL INTRODUCTORY OFFER 


Me BEFORE AUG. 31 oy 


Here is a deal that steps up your profit margin! Act 
now and take advantage of the bonus with every 
deal. There’s always good business on Toastmaster 
appliances —there will be better business for you if 
you start right away. Toastmaster’s big fall advertising 
campaign opens Sept. 14. Get your order in for as 
many deals as you like. Use the coupon below—your 
distributor will send the merchandise—we'll send the 
sales helps. 


DEAL A—A Toastmaster Junior Toaster at special 
price of only $2.25 with your order for— 

1 De Luxe Hospitality Tray Set (Mahogany) 

1 Standard Hospitality Tray Set (Walnut) 


1 Toastmaster Junior Toaster 

Extra Profit on Junior Toaster.............. 5.25 


DEAL B—A Toastmaster Junior Toaster absolutely 
FREE with order for— 


2 DeLuxe HospitalityTray Sets (1 Walnut, 1 Mahogany) 
1 Standard Hospitality Tray Set (Walnut) 

1 Fully Automatic Toastmaster Toaster (2-slice) 

2 Toastmaster Junior Toasters 


Extra Profit on Junior Toaster.............. 7.50 


FREE WITH EITHER DEAL! New Window and 
Counter Display Cards, Circulars, Envelope Stuffers, 
Imitation Toast, Newspaper Mats and Cuts. 
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NEW TOASTMASTER $ 
JUNIOR TOASTER— 
A sensational value, with 
Toastmaster quality through- 
out. Opens a big new market. Not fully automatic, but 
has many outstanding Toastmaster features. Simple to 
operate. A finger-tip touch of the lever pops up the 
toast for inspection or use. Economical—uses current 
only while toasting. 


MAIL THIS COUPON 
McGraw Electric Co., Toastmaster Products Div., Minneapolis 


O Put us on your mailing list EM-8 

O Send broadside giving complete details 

C0 Attached is our order for A Deals ______ B Deals 
(Fillin number of deals wanted) 


(Fill in name of jobber) 
Send us direct the free sales helps offered on special deals. 
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THE HERALDER 


Sef. Cock 


and General Electric Clocks lead the parade... 


The swelling march of General Electric 
Clocks this fall is doubly assured by a series of 
dominant ads in TIME, the weekly magazine. 


Join in! Follow the leader! General Electric 
gives you, free, the smart new merchandiser 
shown above, with every initial fall order for 
24 or more clocks. It will sell clocks. Be sure 
you have them to sell. All are self-starting. All 


MORNING STAR TRAVELER BLUE-NITE (Square) 
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have the trouble-free sealed-in-oil movement. 
All are smartly styled and meticulously manu- 
factured. All mean profits for you. Call your 
distributor this very day. 


GENERAL @ ELECTRIC 


Self-Starting Clocks 


APPLIANCE AND MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 


is more ignorant,” said one power 
company sales manager. The dish- 
washer today is just where the elec- 
tric clothes washer was some years 
ago when it was first introduced. 
And I believe it has just as big a 
future before it.” A bright spot in 
this field is found in Colorado Springs 
where one dealer has just sold an 
electric dishwasher for use on the top 
of Pike’s Peak, besides twenty or 
thirty more to his neighbors. Con- 
servation of water was an important 
sales argument for the mountain top, 
saving of hands in the other cases. 


The dealer salesman is receiving a 
lot of attention. Several of the power 
companies are staging instructional 
courses in range selling, ironers and 
refrigerators, open to dealers and 
salesmen and, in some cases, to their 
wives. In Salt Lake, where this offer 
was made to all dealers, Sears Roe- 
buck responded by sending all of the 
sales force of their local store, elec- 
trical and otherwise, to take the course. 
They said they counted their elec- 
trical department the most important 
in their store and they wanted the 
clerks at the ribbon counter and in 
the men’s clothing department, as well 
as those selling washers, to know why. 
This is in line with the aggressive 
sales policy of this company, which is 
giving other dealers very serious com- 
petition in every section of the coun- 
try. In Los Angeles they have an- 
nounced the opening of four exclusive 
appliance stores in this district, to 
operate with an active sales force in 
the field. 


The delivery of power from Boulder 
Dam is scheduled for the fall, and Los 
Angeles will be worth watching. They 
are going to have a lot of power to 
get rid of and all sorts of new experi- 
ments in merchandising are going to 
be tried out. In the Pacific Northwest 
the government projects on the Colum- 
bia are not yet so far advanced. At 
present the government’s policy in re- 
gard to the development and distribu- 
tion of power from Bonneville and 
Coulee are unannounced and the elec- 
trical industry’s policy is one of watch- 
ful waiting. The results of the fall 
election will, of course, have a lot to 
do in deciding whether or not Port- 
land and Spokane will face local 
T.V.A. competition. At present no 
one has been able to suggest just what 
market can be developed to absorb 
the available power which will prob- 
ably be produced at these dams in the 
aear future. 


Interest in air conditioning is grow- 
ing. One Spokane furniture store is 
planning a demonstration home com- 
pletely air conditioned, with meters to 
record current consumption over a 
year’s period under actual living con- 
ditions. Even in the mountain dis- 
tricts, where summer temperatures are 
not excessive, a reason for promoting 
interest in air conditioning has been 
found in the excessive dryness of the 
air, which is bad for asthma and 
bronchial troubles. The Public Serv- 
ice Company of Colorado plans soon 
to undertake a drive to make the public 
“humidity conscious” 


An amusing incident is reported 
from one of the mountain power com- 
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nanies which recently received a gen- 
erous supply of literature from an air 
conditioning manufagffrer for distri- 
bution to their customers. And every 


me of the pamphlets for distribution in 


this Rocky Mountain territory featured 
the slogan, as the chief reason for pur- 
chase of their equipment, “as cool as a 


Rocky Mountain breeze” ! 


Car vs. Refrigerator 


Here is a story from Portland, 
Oregon, where Meier & Frank, enter- 
prising ddpartment store, have recently 
been putting on a Ford exhibit with 
drawings of a car twice a week, tickets 
being distributed on the basis of one 
for every purchase over fifty cents 
in value. It seems that a young 
couple showed interest during this 
period in an electric refrigerator, but 


proved to be hard to sell, chiefly be- | 


cause the husband wanted to use the 
family’s available cash for first down 
payment on a new car. However, the 
refrigerator salesman at last won out. 
And that night the young couple won 
a Ford sedan in the company’s draw- 
ing! The truth of this apparent fairy 
tale is vouched for by W. W. Davis, 
sales manager for the electric appli- 
ance department. 

Electric roasters were being featured 
in a number of districts. One dealer: 
“You can’t sell them because the peo- 


ple who want them are the ones who | 


can’t afford them.” Another dealer: 


“First I sell them an electric roaster | 


and then next year I plan to go back 
and sell them an electric range.” 


For those who are not sure that | 


times are really better, we offer the 
report of the progressive dealer in this 
territory who, with the coming of the 
depression, doubled his appropriation 
for advertising. (Yes, this is a true 
story.) The increased publicity has 
really helped him to keep up his vol- 
ume of business through all these hard 


years. Recently he cut the percentage | 


he allows for this purpose from 64 per 
cent to 4 per cent and with this sum- 
mer, he is expecting to be back to his 
1929 level of 3 per cent. Which is one 
straw to show which way the wind 
blows in the West. 


“L expect the stoker to click as 
well as any device or appliance, 
excepting the radio," optimistic- 
ally says L. E. Addington (right) 
assistant manager of Reusing Light 
& Refrigerating Co., Asheville, N. 
C. His companion, R. E. Grice, 
salesman, affirmed the cheerful 
prediction. 
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First to foresee the great home market for auto- 
matic coal burners . . . first with a stoker that 
could capture it . . . and first with a merchan- 
dising plan geared up to it . . . Whiting has 

indeed been the profit pioneer of the industry. » 


SINCE 1884 Long discounts alone can’t bring you the big 


rewards from today’s great stoker market. 
Whiting has liberal discounts of course. But 
there were long discounts before there were 
volume sales. The stoker itself has to be right. 
The advertising has to be right. And the mer- 
chandising plan must certainly be right. 


One sale at a long discount can’t make the 
money that three sales can at a reasonable 
profit. The stoker dealer is in a mass market. 
It’s volume that makes the big profits—and 
Whiting has the setup to win that volume. The 
Whiting Dealer doesn’t fight a lone battle. 
There’s a responsible, local distributor to aid 
him—with the kind of aggressive, hard-hitting 
assistance that means larger sales and the 


greatest possible profits. 


You know how Whiting sales soared last year 
—400% ahead of the year before—an out- 
standing record as compared to the industry’s 
gain of only 70%. This year Whiting’s gain 
seems to be greater still. Actual shipments in 
the month of May (the last figures available 
as this was written) in number of units were 
more than five times as large as for the same 
month of 1935! 


Whiting dealers make more money. Line up 
with the industry’s profit pioneer. Get set for 
the biggest stoker season in history! 


Great 


Underfeed Stoker Division, WHITING CORPORATION, 
15606 S. Halsted St., Harvey, Il. 


Send the facts regarding the Whiting Stoker 
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Ly N 936 OVER JUNE 19385) 
4 of i INE MINUTE Dealers sold over 60% mo 
> & MINUTE WASHERS in June, 1936, than during Jim 
«Definite proof that the BIG. SWING ds -to ONE 
MIN rE... definite proof that ONE MINUTES has wha 


iblic wants what dealers demand. Dealers all ove: 
tt uatry are selecting ONE MINUTE on its merchandising 
 mertt 


... is the line of fast 
selling washers! 


A modern, smartly-designed, 
soundly-engineered line of na- 
tionally accepted washers .. . 
to meet every need and every 
budget. Every model is a 
PROFIT PRODUCER ... and 
every model available with elec- 
trie motor or Briggs and Strat- 
ton Gas Engine. ONE MINUTE 
WASHERS require No Service 
+ « « every sale means a SATIS- 


FIED CUSTOMER. 


. has the profitable 
merchandising plan! 


ONE MINUTE Merchandising 
Helps are modern. An Eco- 
nomical, Workable Floor Plan 
for financing floor stocks .. . 
a Model especially adapted to a 
Trade-In Plan that Guarantees 
YOU a REAL PROFIT. Take 
advantage of the big swing to 
ONE MINUTE ... mail the 
coupon TODAY or wire NOW 
for complete information. 


ONE MINUTE 
Ww ASHER co. 


ince 1898 


men 


Newton, Ic 


WTON, 
R co., NE to 
‘TE wASHE 
ONE MINU ition sounds information 
MINUTE without and your 


Your ONE nce, 
od NE MI INUTE Line 


Washers 
plan 
ndising ROFITS for US. 


MAIL 
‘THIS 
TODAY 


city. 
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A typical class in the series of ironer training schools conducted 


by the Electric Appliance Society of Northern California. 
in the auditorium of the Nathan-Dohrmann store in Stockton, Cali- 


This class, 


fornia, is receiving instruction in a quick method of ironing a shirt 
under the guidance of Miss Gladys Byrne, Educational Director of 


the Society. 


ELIEVING that the “bottleneck” 
which limits the sale of electric 
| appliance is to be found in the 
dealers’ salesman, the Electric Appli- 
ance Society of California is this year 
devoting its efforts to an educational 
campaign directed toward this group. 
| The first activity which it has under- 
|taken along this line is a series of 
ironing schools for dealers and their 
employees, now being conducted by 
the field workers of the Society 
throughout northern California. <A 
schedule of these schools has been pre- 
pared, covering every community of 
importance in the district, with a pro- 
gram of from three to seven evening 
meetings depending upon the size of 
the classes to be anticipated. Response 
thus far has been excellent, practically 
every dealer in the communities cov- 
ered being represented with one or 
more employees, who are prompt and 
| re gular in attendance. In small towns 
| where there are not enough electric 
shops to make such a school worth 
while, individual conferences in the 
| stores are arranged for each dealer de- 
siring such help. 

The curriculum of such a school is 
| by no means confined to instruction in 
ironer demonstration, although that of 
|}course is an important part of the 
work, but covers also much practical 
help in salesmanship — how to ap- 
proach the customer, how to secure her 
favorable attention, how to frame a 
sales talk and how to meet the ob- 
jections she may raise in the course 


earning 
How to SELL IRONERS 


of the sale. Selling in the home is 
another important topic discussed. 

The course is given with electric 
ironers in constant use. The in- 
structor uses hers on a raised plat- 
form where all can see, the others 
being ranged about in a “V” or cir- 
cular grouping. Each dealer provides 
the ironer for his own representative, 
so that skill acquired shall be on the 
exact instrument which he is later to 
sell. The field worker carries her own 
kit with her of heavy wire, of clothes 
suitable for demonstrating purposes 
and of other necessary equipment. 
Wiring for connection of the ma- 
chines brought by the dealers is fur- 
nished by the Pacific Gas and Electric 
Company, who also usually supplies a 
room for meeting. 

When this series of instruction is 
complete it is anticipated that other 
courses in selling others of the prin- 
ciple appliances will follow. This work 
of the field workers takes the place 
of the assistance to individual dealers 
which was a major activity during 
1935. The principle promotional cam- 
paigns, one in refrigerators, scheduled 
for July, and one in ironers planned 
for the early fall, probably September, 
will be continued this year as before. 
Extensive advertising, the selection of 
a central “theme,” the furnishing of 
display material, power company lead- 
ership in demonstrations and the active 
assistance of the Appliance Society’s 
representatives will be features of the 
campaigns as now outlined. 


A typical lroner School in the series being conducted by the 


Electric Appliance Society of Northern California. 


Miss Bertha Mae 


Hixson, one of the Society's two Educational Directors, is seated on 
the platform. 


AUGUST, 


1936—ELECTRICAL MERCHANDISING 


) 
| scam Wn £ 
| 
| 
| 
| | 
. 
| No Service 
Requires 
qf 
— 
| 
q 
‘ 


TO THE POLLS AND MAKE 
IT A LANDSLIDE FOR 
ELECTRIC COOKERY / 


A 


ty, 


: E’RE out to elect electric cookery. The 
7 Poll of Public Preference shows the elec- 
) tric range far in the lead. Join this campaign 
for a Grand Old Percentage of sales results! 
The Election Campaign is Hotpoint’s new 
program for Fall Sales activity. It is keyed to 
4 the spirit of the times. It offers you completely 
organized plans, new direct mail material, sales- 
: men’s contest, newspaper advertising and window 
’ displays, all built around the “election” theme. 
; merle cory Ask the Hotpoint representative in your dis- 
. ' porcelain enamel with chromium trim, trict to show you The Election Campaign Plan 
e 3 Calrod units and Thrift Cooker. : 
“ Book. Study it carefully. Let it help you win 
e more votes for electric cookery in your territory. 5) &) 

—the nickel chromium alloy that withstands the same heat as ELECTRIC APPLIANCE CoO., INC. 


‘q 
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“etic CLIMB _ON THE BANDWAGON] 

N JOIN THIS CAMPAIGN / 
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In 1928 a survey 


of appliances 


customer's home in 
Portland, Oregon, 
showed a 35.5 per 
cent saturation. .. 
In 1935 the figure 
stood at 53 per 
But the 


selling goes on 


cent. 


How 


OF 1928 COMPARED WITH 1935 


By Henry W. Young 


N the October 1929 issue of 

FLECTRICAL MERCHAN.- 

DISING there appeared an arti- 
cle on the subject of an appliance 
saturation survey made in Portland, 
Ore. The leading paragraph of the 
article was as follows: “Of the cus- 
tomers on the lines of the Northwest- 
ern Electric Co., 72 per cent own 
electric vacuum cleaners and 37 per 
cent do their cooking on electric 
ranges.” The facts so stated were con- 
sidered particularly noteworthy at the 
time they were prepared for publica- 
tion, some time in August or Septem- 
ber, 1929. The boom of booms was 
still on. Buying for the past year or 
two had been on a scale never before 
conceived. 

Yet that same paragraph written 
today in the light of a survey com- 
pleted in 1935 by the same company, 
of practically the same appliances, and 
made in exactly the same manner 
though in slightly more selected dis- 
tricts, shows that vacuum cleaners 
stand at 81 per cent of saturation and 
electric ranges at 54 per cent. That 
the depression has not seriously re- 
tarded the upward climb in appliance 
sales in all lines is demonstrated in 
the accompanying tabulation giving 
the percentage of saturation in 23 
distinct items for the 1928 and 1935 
surveys. In every instance except two 
there has been a marked gain. Many 
items were so little used in 1928 as 
to reach less than one per cent of 
saturation, and no figure was given 
at that time. The two exceptions 
to the rule were flat irons, practically 
a hundred per cent saturation item in 
both years and curling irons, now so 
nearly out of use as to be omitted 
from the 1935 survey. 

Both of these surveys were made 
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of northwestern customers in the prin- 
cipal residential sections of the east 
side. In the 1928 survey, 1424 homes 
were included; in the 1935 survey. 
1598 homes. In both cases. the can- 
vass was made door to door. Cards 
calling for name and address with a 
list of the appliances were presented. 
Checking of the appliances owned 
was in each case the object of the 
call. No sales angle was attached to 
the call, and this was kept out of the 
conversation unless the housewife in- 
sisted upon bringing it in, in which 
case it was made clear to her that 
the survey was being made for cus- 
tomer popularity determination pur- 
poses only, and was not for the pur- 
pose of soliciting her later to buy 
something. 

To arrive at an average market sat- 
uration in 1935 as compared with 
1928, the 14 appliances on which com- 
parative data were secured both years 
were taken. These take all the items 
in the list down to hot plates, and 
excluding curling irons. It was found 
that the saturation in 1935 was 53% 
as against only 35.5% in 1928. (See 
comparative table. ) 

As is to be expected, this wider 
use of electric appliances in Portland 
homes has resulted in a corresponding 
increase in the consumption of cur- 
rent. In 1928, the annual residential 
sales in the city of Portland was 1136 
k.w.hrs. per average customer. In 
1935 it had reached 1450 k.w.hrs. per 
average customer. 

The surveys were made under the 
supervision of James B. Buman, resi- 
dential sales manager, his trained ap- 
pliance salesmen obtaining the card 
information through personal calls 
upon the residential customers of the 
company. Mr. Buman has this to say 


of the comparative surveys: 

“While we are naturally gratified 
that the percentage of saturation is 
considerably greater now than it was 
in 1928, in spite of the depression, 
there is no such thing in sight as real 
saturation in the electrical appliance 
merchandising field. It is true that 
appliances of all kinds now have 
greater public acceptance, as it is true 
that we all now do a better selling 
job than we did seven years ago. But 
there is still more opportunity than 
ever. There are still enough homes 
with only a bare outline of what they 
should have in the way of electrical 
aids to keep us busy for many years 
to come. Added to that is obsolescence 
and depreciation. 
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“With the advent of the modern 
stream line appliances in keeping with 
general advanced designs in all mer- 
chandising, add the fact that prac- 
tically all appliances have gone au- 
tomatic, and it can be readily seen 
that we have a vast market where 
these appliances are now in use, and 
also that market as yet remains un- 
sold. For example, by the time the 
electric flat iron finally reached 100 
per cent saturation, the industry was 
way beyond it and it had become a 
minor item. Yet strange to say, our 
dealers sell more flat irons now than 
they ever did before. It will be much 
the same story with all the other ap- 
pliances that by their nature and util- 
ity merit survival.” 


‘ = comparative data were secured 
Yj 
PER CENT PER CENT 
‘Washing Machine 
Vacuum Cleaner 
Percolator 
“Het Plate 
“Sun 
‘These appliances showed less than 1 per cent in 1928 che 


lite retails at 
$1.00 complete 
with cells. No.1 
Deal includes 6 


chrome Reto’ 
matic retails at 
$1.25 complete 
with cells. No. 2° 
Deal includes 6 Roto- 
matics, 48 


Flashlight re- Wm 
tails at 65c com- 

plete with cells. 

No. 4 Deal in- & 
cludes 6 ights, 

48 Ray-O-Vac Unit \ 


RAY-0 


Formerly FRENCH 
MADISON - 
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What cinch Selling 
block 


you could 


Credit Bureaus in 31 cities show a simple way 


to take over this buying-paying group 


HAT choice segment of people in every city 
buy regularly and pay regularly—that 
group of preferred customers in every dealer’s 
neighborhood —what wouldn’t you give if you 
could block it off with a few bold strokes of a 


pencil and concentrate your selling there! 


Yet, to corral and to sell America’s buying- 
paying bracket is almost as simple as that. 


Advertisers in The American Magazine are 
sending you a group of customers whose credit 


is tops, whose buying records have been checked 


THE DIAMOND MARKET 


Profitable for advertisers, profitable for retailers 


The American Magazine audience is like a diamond 
in shape and value. Extending from top to bottom of 
the national income triangle, it is widest in the middle 
where sales are greatest; tapers at the top where there 
are fewer people; tapers at the bottom where there is 
a decreasing market for most nationally advertised 
products. And it is a highly profitable market through- 
out —a concentrated market of those who buy on the 
impulse, pay on the line. 


Largest 25¢ General Magazine in the World 


and enthusiastically endorsed by retail Credit 
Bureaus in 31 cities. 


“The best buying and paying part of the con- 
sumers in Syracuse”... “Highly desirable cus- 
tomers for Omaha merchants” ... “During my 
thirty years’ experience in this business I have 
never handled a better list”... are some of the 


reports by Credit Bureau heads. 
Sell these highly profitable customers — by 


pushing and displaying products advertised in 
The American Magazine. 


HIGH 
INCOMES 


MEDIUM 
INCOMES 


THE 


merican 


THE CROWELL PUBLISHING COMPANY... woMan’s 
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Copyright, 1936, The American Magazine, New York, N. Y. 


Magazine 


Ss HOME COMPANION, THE AMERICAN MAGAZINE, 
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| 
Average Circulation More Than 2,100,000 


Electrical 
Merchandising 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Offices, 330 W. 42nd St., New York, N. Y. 
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Vol. 56 
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H. W. MATEER 


Manager 
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Paint and Lighting 
Merchandize 


An interesting and important development has 
been going on quietly for some months which 
is of cash register importance to the dealer in 
portable lamps. It is the enlistment of the paint- 


ers and decorators in the Better Light-Better 


Sight movement. 

Off-hand you would say that this has about as 
much to do with the sales of portable lamps as 
does a hog-calling contest at the county fair. But 
wait, These decorators do a whale of a lot of 
specifying within the home. They do not merel) 
slap up a few rolls of wall paper: they suggest 
drapes, carpets, the tones of upholstery and— 
lamps. 

Their international organization, with branches 
in some 350 cities in the United States, is defi- 
nitely and officially enlisted in the Better Light 
activity. They are telling their clients not only 
what wall decoration to adopt, but they are tell- 
ing them what kind and number of portable lamps 
to buy 

It can do no harm, and might do quite a bit of 
good to the sales volume of the portable lamp 
lepartment to contact the decorators and acquaint 
them with your lighting merchandise. 


New Ranges for Old 


It was Aladdin, we believe, who originated the 
proposition of the trade-in. He had a bright 
idea and it has been adapted with telling effect 
by our own automotive industry and previousl) 
by itinerant junk dealers and sewing machine 
agents. George Washington used it back in 1777 


when he exchanged very downcast and generally 
useless Hessians for keen and eager Colonial 
patriots 


other fellow is sour on for something you want 


The scheme is to swap something the 
to unload—at a good, fat profit. 
It seems to us that this idea might well be 
revived with respect to the electric range bus! 
ness. Many thousands of range sales are stymied 
by gas ranges which are a little too good to throw 
away. The owners of these thousands of excel- 
lent gas ranges are well sold on electricity, but 
can’t afford to toss the combustion cook-stoves 
onto the dump. We do not blame them. 

But we do blame the electrical dealers for not 
making a more prominent feature of their will 
ingness to do a little horse-trading If house 
wives with good gas stoves knew that they could 
make some sort of a reasonable trade-in for an 
electric range, there would be, we are sincerely 
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convinced, a very large increase in electric 
cooking. 

Of course this is a local problem. There is no 
nation-wide solution. Every merchant must 
study the matter for himself in the light of his 
local conditions. All we say is that the gas range 
must come out before the electric range can go in. 


A Suggestion to 
Management 


A recent letter from our friend Whitmore 
of Barcelona, Spain, carries a phrase which every- 
one managing sales personnel may do well to pon- 
der. Says he, telling something of the way his 
sales organization operates, “Constant and un- 
derstanding supervision is very necessary.” 

We call attention to that word, “under- 
standing.” 

A large proportion of the tense people who en- 
gage in sales work are extremely sensitive. Crit- 
icism based upon misunderstanding of their high- 
strung temperaments may ruin them as surely 
as a bat in the hand of a crude rider may ruin a 
promising thorobred. 

There is no profit in the ruination of men who 
produce. Such men may sorely try our patience, 
but it is the business of management to be pa- 
tient. Relentless, of course. Butter-fingered man- 
agement is no management at all. Effective man- 
agement is the fist of steel beneath the velvet 
glove. Whitmore reminds us not to forget the 
velvet glove. 


Winter Radio and 
May First Cleaners 


This seasonal selling complex is someting 


we should get rid of in a hurry. It is costing 
us money and making us monkeys. 

Take radio, for instance. 

Years ago, when Marconi was the wizard 
of dot-and-dash radio transmission, and later 
when the Westinghouse boys were teaching tl 
selves and the world something about wireless 
telephony, it is a fact that static played havoc 
in fly-time. This fact jelled in the minds 
many, it resulted in the belief that nobody listens 
in after Memorial Day, and sponsors were care- 
fully instructed to cut their programs until the 
next frost. 

What rot! 

Radio engineering has made this form of living 
room and front porch entertainment, instruction 
and salesmanship as welcome and effective in 
August as in January. A summer thunder-storm 
is a pain in the ear to a sponsor to be sure, but 
so also is a winter sleet-storm. No use in argu- 
ing with the weather. 

The point we would make is that radio recep- 
tion is a 12-months-in-the-year contact between 
seller and buyer. Why shut up shop by the 
calendar ? 


Worse Light—Worse 
Sight Accidents 


Much stress recently has been laid upon the 
tact that some 36,000 deaths and almost a mil- 
lion serious accidents occur annually on the high- 
ways. Nine thousand of these deaths and ap- 
proximately 200,000 of the hospital injuries are 
directly attributable to faulty or inadequate light. 
ing, according to police and insurance authorities. 

Now comes an insurance statistician who tells 
us that 30,000 deaths and some 175,000 serious 
“home accidents” occur each year, of which 
very large percentage may be charged to poor 
vision caused by dimness or darkness. 

Light is perhaps the cheapest accident insur- 
ance purchaseable. A lot more of it should be 
sold on that basis. 


“What's the matter, Hen- 
ry? You're missing them 
all this morning.” 
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, * |. ROAST-OR-GRILLE: The latest and great- 
and ap- est of portable electric cookers .. .with the 
ries are unique Grille-in-Lid for broiling besides the 
te light. perfect oven for roasting, baking, etc... . with 
Rates pan set. COMPLETE RETAIL $25.00 
rho tells % 2. 2-SLICE AUTOMATIC TOASTER: Fea- 
) serious turing feather touch control, silent operation, 

hick Glow Cone and bell signals, convenient crumb 
ee 8 tray. Full thermostatic control makes melba 
to poor toast, keeps toast warm. In short, all that is best in 
automatic toaster design unites to make this 
‘t insur- another Proctor leader. RETAIL $14.50 
ould be ce 3. TOASTER TRAY SET: The smartest ever: 
seen... plate glass tray, chrome trim; glass 
relish dish, service plates, toast trimmer . . . and 
the new PROCTOR automatic toaster. 

RETAIL $22.50 
* 4. TRAY STAND: Thin bars of chromium that 

open to hold the tray and fold to stow away. 
RETAIL $5.00 
7 5. TURN-O-MATIC TOASTER: Both doors 
open when either one is lowered, turning toast 
ct automatically. Non-automatic toasting .. . all- 
2 chrome finish. A sure-fire seller at its surprising 
price. RETAIL $2.95 
— 6. WAFFLERS: Four striking new models, 
each an incomparable value. . . two fully auto- 


matic, with Glow Cone signal. 


RETAIL $8.95 and $9.95 


Two marvelous non-automatics with novel device 
\ ) that shows how hot the grids are at any time. 
RETAIL $5.95 and $6.95 


% 7. SPEED IRONS: New ‘Styled for Service’ 


ip, models that win in every way over other irons. 
Sellers all. RETAIL $6.95, $7.95, $8.95 


% 8. HEAT METER IRONS: Greatest of non- 

automatics, with fabric heat indicator that tells 
. when heat is safe. 3 models... Deluxe $3.95 
.. . Switch-Plug $3.45... Price Leader $2.95. 


And Many Other “Styled for Service’ Selling Stars. 
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NEW FALL 
A Big Hit with Housewares Buyers 


Electrical merchandising men from everywhere came to the New York 
Housewares Show to see what is new and what will sell in small appliances. 

They found a fortune of new ideas at the Fall Opening of the PROCTOR 
“Styled for Service” line. . . for example, the starred list of quality 
leaders on the left... which convinced them that never before was an 
appliance line so replete with selling aces. 

And promotion . . . PROCTOR is backing each item of this line of 
leaders, and seasonal selling groups of them, with aggressive advertising 
and store promotions that are sure to keep sales stepping lively day by 
day through the fall and the holiday season ahead. 

It will pay you to stock the full PROCTOR line. Speak to your 
PROCTOR distributor today; or write direct for full information. 


PROCTOR & SCHWARTZ ELECTRIC COMPANY - PHILADELPHIA 
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\ 
These new quality features provide greater values 
: % a for Woodrow buyers . . . improved-type massive 


~ bar release wringer with 2%-inch balloon rolls 


‘a 
: 4 ; / TO* (wringer light optional; swings with the wringer), 
] 6 , beautiful chrome and green wringer head, large 
: 23-inch-diameter triple-water-action porcelain tub, high six-wing 
aluminum agitator, and extra large Nomar casters. And Woodrow 
& quality does not stop here. Woodrow has also provided quality in 

L the motor which powers its new washer. 

Motors to supply the trouble-free, 


dependable power which is neces- 
sary for the complete satisfaction of g — oe 


¢ Woodrow dealers and users. Sunlight 
Electrical Company, Warren, Ohio. 


| For Woodrow has selected Sunlight 
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Mail Order Houses 
Profit From 
Publicity by Dealers 


says 


F. B. JENKINS 
of Jenkins Music Co., Kansas City, Mo. 


= HE fault is not in our stars, 

dear Brutus, that we are under 
lings,” declared William Shakespeare 
several years ago. “Where dealers 
and distributors—hence, dealers as 
well—find themselves licked by mai! 
order competition is their own fault,” 
says F. B. Jenkins, Jr., of the Jenkins 
Music Company, Kansas City, Mo., 
distributors of Fairbanks Morse re 
frigerators and other electrical appli 
ances. 

“All along the line there has been a 
general failure of distributors and 
dealers to inform the public as to what 
part they play in the picture. We at 
Jenkins Music Company have been 
equally bad. For example, when a 
piano comes in we uncrate it, go over 
the finish, tune it up and deliver it in 
perfect condition. We are at the cus 
tomer’s beck and call to keep it that 
way. Does the customer realize this? 
No! He reads the mail order ad 
offering a piano at $50 or $60 less than 
our price, buys it and has a crate 
dumped on his living room floor, The 
finish may be marred and the works 
jammed up from shipment. He dis 
covers his grief after it is purchased, 
then wants us to get him out of his 
hole. The next job for dealer and 
distributor who hope to meet compet! 
tion is to sell the public on what they 
do for the public’s benefit.” 

Mr. Jenkins feels that specialt 
dealers have simply built up a rese! 
voir of prospects in the past few year 
and then let the mail order houses tap 
this business simply because the publ: 
thought only of money and not © 
service. 

On the other hand, thinks M: 
Jenkins, the specialty dealer is equal] 
silly in trying to sell low cost me: 
chandise at a price which will n 
permit its service. A dealer cann0' 
make money from radio retailing 
less than $40. The one exception © 
course, is over the counter mercha: 
dise that gets no service. 
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The Right Time Payment 
Plan Makes More Sales 


T: get the benefit of all that a 


time payment plan has to offer 
in the way of profit-making possi- 
bilities, the dealer must take advan- 


tage of the best available service. 


That service should provide a plan 
easy to sell, safety for all parties to 
the contract, be underwritten by a 
finance company in which the pub- 
lic has unlimited confidence and 
administered with promptness, effi- 
ciency and courtesy. Such a service 
plan is that offered by Commercial 
Credit Company through its local 
offices in the principal cities of the 


United States and Canada. 


Behind the local offices which 
offer this plan, assuring you close 
personal service, stands the entire 
organization of the Commercial 
Credit Company whose record of 
handling more than $600,000,000 
of receivables and time payment 
financing during the past year 


speaks for itself. 


Commercial Credit Company has 
a staff of highly trained men, who 
are at the service of dealers and 
distributors at all times. These men 
may be consulted on matters of 
financing without cost or obligation. 
One of them is as close to you as your 


telephone. Why not call him now? 


CommerciaL Crepit Company 


COMMERCIAL BANKERS 


CONSOLIDATED CAPITAL 


HEADQUARTERS: BALTIMORE 


AND SURPLUS $49,000,000 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 
170 OFFICES IN THE UNITED STATES AND CANADA 


ELECTRICAL MERCHANDISING—AUGUST, 1936 


PAGE 45 


| 
| 
rs | 
| 
= | 
| 
| 
| 
J 
| 
i 


PERFECTED ELECTRIC 
ROASTER COOKERY... 


A Hundreds of thousands of Nesco 
NESCO Owners can’t be wrong .. . The 

Roastmaster is “Perfected Electric 
Roaster Cookery” —perfected in every convenient 
detail by pioneer engineers of modern Electric 
Cookery. Here is perfection demonstrated in auto- 
matic controlled Baking, Roasting and Cooking 
— in more delicious food — in more tasty family 
dinners . . . prepared as only the Roastmaster 
can prepare them. 


Only the Nesco Roastmaster has these 
dramatic selling features: 
% 22% Greater Dinner Capacity. 
% Insulated Stainless Steel Cover. (Positive protec- 
tion against rust, tarnish, food-acids and salts). 
% Patented One-Lift Pan Set — with Cool Wire Lift- 
ing Handles and Stainless Steel End Pan Covers. 


% Full porcelain enameled finish — stain resisting 
and easy to clean. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270E NORTH TWELFTH STREET, MILWAUKEE, WISCONSIN 
Factories and Branches: 
MILWAUKEE — CHICAGO — NEW YORK — BALTIMORE — PHILADELPHIA — GRANITE CITY, ILL. 


PAGE 46 


Can't 


10 BELOW 


You 


Manufacture 


WEATHER 


to Demonstrate 


STOKERS 


Coal stoker selling calls for confi- 
dence in dealer—promotion is needed 


HAT the coal stoker is one of 
the few electrical appliances 


which must be sold without a 
demonstration is pointed out by A. A. 


| Meyer, general manager of the Home 


Supply Company of Dubuque, Iowa. 
It takes faith in the absence of 10 de- 
gree weather to persuade a man to 
spend his good money. Creation of 
this faith takes a lot of elbow grease 
on the part of both distributor and 
dealer. 

Yet the industry is missing the idea 
entirely by selling to plumbers or coal 
yards. These fellows get rid of their 


| coal stokers at the f.o.b. factory price 


plus 5 to 74 per cent override. They 


| can’t afford to get out and build up 


public confidence in their product. 
And what citizen is going to stick $200 
or $300 in an appliance that he hopes 
will work without plenty of promotion 
and demonstration to bolster his 
confidence ?” 

The Home Supply Company bases 
its observations on the various types 
of appliances that are sold. To the 


| 8,000 families in Dubuque it has dis- 


tributed some 700 Quaker Maid grav- 
ity type oil burners for around $80 
apiece. It has sold some 400 Thor 
washers, some 200 Stewart-Warner 
radios and some 35 Stewart-Warner 
refrigerators. 

“Here in Dubuque 65 per cent of 
the houses still use stove heat,” de- 
clares Mr. Meyer. “Dubuque is a cold 
town and there is plenty of opportunity 
for the stoker. Nevertheless, intro- 
duction of a new appliance takes a lot 
of buildup and buildup costs money. 
For stoker manufacturers to have a 
lot of dealers who are selling at cost 
plus a small percentage is a situation 
that slaps down the ears of the con- 
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structive stoker outfit.” 

The Home Supply Company has six 
salesmen of its own in Dubuque work- 
ing on the situation. It also has a 
retail outlet in Waterloo. In addition, 
the firm acts as a distributor of stok- 
ers over 40 counties in northeastern 
Iowa. Some 111 dealers are selling 
lines bought from Home Supply. 

“A distributor cannot stay in busi- 
ness for less than 20 per cent,” says 
Mr. Meyer. “He has to pass on 40 
per cent to his dealer. It costs the 
dealer 25 per cent to operate, and his 
salesmen get a cut of from 10 to 15 
per cent. To get the ball rolling on 
any new item there has to be profit all 
along the line.” 

Home Supply maintains a flying 
squadron which is at the beck 
call of the 111 dealers carrying coal 
stokers. If the dealer hasn’t learned 
how to make an installation, he can 
have it done for $20 per installation, 
by the distributor. Trouble is taken 
care of for $1 an hour service fee plus 
4c a mile coming and going. 

“We have approximately 50 Com- 
bustioneer installations in Dubuque,” 
Mr. Meyer relates. ‘“‘We are finding 
that the best way to get prospects is 
to use the user. Incidentally, it doesn't 
pay to call the prospects on the pho: 
Go out and see them. Since the pr: 
pect must believe in you and v 
stoker before he will take a chance 
it, we find it well to have sample 
stallation about town which we c 
show. That goes for any dealer.” 

Officials of the Home Supply C 
pany are Onel B. Nelson, gen 
manager, Leo J. Diener, secretary. 
C. Gantz, president, and A. A. Mey 
general manager. The firm 
formed 11 years ago. 


and 
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RETAIL 


Batteries 


New! SMart! MopeErRn! 


Priced for Quick Sale! 


HESE ultra-smart Bond “Stylo” Spotlights are modern as anything on the Queen Mary 

or in Radio City. Styled by a famous industrial designer. And now under Bond’s im- 
proved manufacturing facilities offered in the popular price class. 

Each Spotlight finished in a modern, new, two-color design in ivory, maroon or blue, 
enriched with brilliant chromium-plated bands. 

Made with improved positive 3-way safety lock switch—spare bulb carrier—recessed 
hanger—bulb shock absorbers—octagonal non-rolling lens ring—bevelled plate glass lens— 
brilliant silver-plated reflector—and the original Bond candle-light feature. 


OFFERED IN DISPLAY PACKAGE BUILD BATTERY SALES 


No. 600—Less Batteries 


Each package contains six No. 602 

Bond ‘'Stylo'’ two-cell Spotlights, in 

two each of the three ‘'Stylo"’ fin- 

ishes packaged in the illustrated eye- 

catching counter display. 

Retail value of Display Package 
No. 600 


Dealer's net cost 

YOUR PROFIT ..... .................... $2.10 

Retail each, $] 05 
less batteries. .......... 


WITH NEW MONO-CELL 
“BASKET" DISPLAY 


Sell more flashlight batteries by using 
this new Bond Mono-Cell come-and- 
get-me "basket'' display. Supplied 
FREE with your order for only 48 
Bond Mono-Cells. New merchandis- 
ing note that keeps battery sales 
stepping lively. Order NOW. 


NEW HAVEN 
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BOND ELECTRIC CORPORATION 
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LET G-E MOTORS HELP YOU SELL APPLIANCES 


ES, this dealer is doubly fortunate. He sells appliances that are 
made by a manufacturer who has made good products for many 
years; and in addition, these appliances are equipped with G-E motors. 
The reputation of the appliance manufacturer, plus the reputation of 


GE MOTORS 


General Electric, leaves no doubt in the minds of his prospects concern- pass ALL rests 

ing the high quality of the appliances; thus this dealer can spend more 

of his time in convincing prospects that they need appliances and 84 PER CENT SAID 

can really afford to buy them. . “GENERAL ELECTRIC” 
General Electric’s high standards of quality are well known, and G-E In a recent impartial survey, electric- 


appliance dealers and department stores 


motors have an enviable service record for quiet, dependable operation. snes datas 


If the appliances you sell are equipped with G-E motors, you, too, can ee a oe a 
make sales more easily, because your customers will have added convic- motors, in your opinion, would make it 


tion that the appliances will give them the trouble-free service they want. a ae 

General Electric was named by 84 per 
Can you afford not to avail yourself of this added sales appeal? cent. 


General Electric, Dept. 6A-201, Schenectady, New York. 


070-139 


GENERAL ELECTRIC 
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Electrical Merchandising Review of the Month 


flugust /936 


Miss Jane Richmond, director of 
the Famous-Barr "Kitchen Clinic” 


PRIMA MFG. COMPANY 
BEING RE-ORGANIZED 


Sidney Development Company 
Formed to Run Business 


Sidney, O.—The Sidney Development 
Company has been incorporated under 
the laws of the State of Ohio for the 
primary purpose of acquiring and taking 
over, aS a going concern, the business 
of the Prima Manufacturing Company, 
Inc., now being operated under Section 
77B of the Federal Bankruptcy Act by 
Archer W. Richards, 
to a recent announcement. 

During the 16 months Prima has been 
under the management of the trustee, the 
company has shown profits in excess of 
$1,000 a month on the average, has paid 
for the liquidation of old accounts, 
re-designed the product and serviced, 
under their guarantee, many thousands of 
washers and ironers manufactured prior 
to its operation. 

The present move, it 


was indicated, 


Trustee, according | 


was made because it was not feasible for | 


the company to continue development 
under a trusteeship. Prima, according 
to the announcement of the Sidney 
Development Company, has produced in 
excess of 30,000 units a year—a volume 
that was cut about one-third during the 
trusteeship. The capacity of the Prima 
plant, as it is now operating, is estimated 
at from 75,000 to 100,000 units a year. 

Officers of the Sidney Development 
Company are: John C. Haswell, president, 
who is also president of the Dayton 
Malleable Iron Company and a director 
of National Cash Register; 
Wilson treasurer and director; 
S. Bertsch, secretary and director ; 
P. Thedieck, vice president; Robert L. 
Pine and E. C. Amos, directors; and 
Albert Potts, sales counsellor. 


Robert 
Frank 
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FAMOUS-BARR STORE, ST. LOUIS, OPENS 
MODERN WESTINGHOUSE "KITCHEN CLINIC” 


Seventh Floor Display and Planning Center Designed to Increase Appliance Sales 


St. Louis—Famous-Barr Company de- 
partment store of St. Louis has literally 
“gone the whole way” in glorifying the 
kitchen. It is not a “model kitchen.” The 
element of display dominates the overall 
picture, and some principles of accepted 
kitchen designing were sacrificed. This 
elaborate Westinghouse-eqhipped kitchen 
that will be used for the promotion of 
electrical servants and other kitchen 


accessories was opened to the public 
July 7. 

The St. Louis department store is 
capitalizing on the recently revived 


interest the housewife is taking in her 
kitchen. The outer treatment of design, 
color and physical location of equipment 
has been made with the central idea of 
making an impression on store traffic, 
“to entice the housewife into the kitchen.” 
The appointments mark a_ radical 
departure from “model kitchens,’ and 
accepted kitchen planning ideas. 

The kitchen has been planned, accord- 
ing to I. E. Safier, Famous-Barr Com- 
pany’s architect, “as a vehicle to carry to 
the housewife not only the story of equip- 


ment and arrangement, but also of color | 


and the possibilities of the expression of 
individuality in her own kitchen.” 

This St. Louis department store organi- 
zation decided the time 
increase profits and build store traffic 
by a more comprehensive merchandising 
promotion, says Al Francisco, manager of 
the electric appliance department of 
Famous-Barr. 

The electrical signs on the opening of 
the kitchen can be seen from practically 
every angle on the seventh floor, which 
is given over to displays of electric 
appliances, and kitchen furnishing mer- 
chandise. Color, glass, chromium trims 
and lighting arrangements are liberally 
used on the outside approach. 

On each side of the entrance, shadow 
box cones have been located so that dis- 
plays of equipment will be visible from 
within the kitchen or from the exterior 
on the sales floor. 

From the entrance, to the left, the 
actual domestic appliance display consists 


of an electric range, dishwasher and 
refrigerator. Display wells and windows 
which show small electrical appliances, 


utensils and dishes to good advantage 
supplement the necessary cabinets. Dis- 
plays can be changed frequently in the 
glass case, according to the theme of the 
demonstration. 

The base cabinets have been designed 
to give an unbroken work surface at the 
accepted height of 36 inches. In place of 
regulation base cabinets with doors, dis- 
play openings have been substituted to 
make some compensations for demon- 
stration work. 

At the extreme end of the “kitchen 
clinic,” facing the display kitchen, is a 
wall mural done in full color, depicting 
the progress of cooking in three different 
stages of civilization. It is 20 feet long. 

The first phase treated in the mural 


1936 


had come to 


is that of the primitive cave dweller; the 
next is that of the Old Dutch kitchen 
famous for good cookery, while the third 
panel shows the modern method of pre- 
paring a meal in a complete electric 
kitchen. 

The kitchen clinic’s color scheme has 
been based on various shades of green, 
blue, peach and yellow with dashes of 
red for trimmings. 
colors, chrome has been liberally used. 
White Westinghouse ranges, dishwashers 
and refrigerators have been selected for 
display and demonstration purposes, and 
they serve as neutral color agents. All of 
the lighting is indirect. The flooring has 
a rainbow color treatment. The room 
measures 25x40 feet. 

The Famous-Barr Company is putting 


into practice the maxim rendering 


a service will build store traffic, says R. 
O. Richards, a representative of the 
Westinghouse Electric Manufacturing Co. 


| “They have glorified this kitchen of theirs’ 


In addition to these | 


Richmond. 


to the point where it stands as a symbol,” 
he says, “and expect ta get their return 
from increased store traffic, a greater 
acceptance of electric appliances and good- 
will from the service they are offering.” 
The institute will be operated as a 
clinic for housewives to clear “kitchen 
troubles,” and will not be considered as 
a “model kitchen,” says Jane Richmond, 
home economist and kitchen planner, who 
will be in charge. “The clinic will offer 
a clearing house for household hints, new 
menus, instruction in the care and use of 
electrical appliances and a training school 
in the art of kitchen planning,” says Miss 


Wall murals show the history of cooking and range models on display 
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MARSHALL R. SCOTT, BARLOW & SEELIG 
HEAD DIES; ROBERT C. STUART, 
NEW PRESIDENT OF COMPANY 


RIPON, WIS.—Marshall R. Scott 


president and general manager of th 
Bark & Seelig Manufacturing Com- 
pany manutacturers of Sp Queer 
washers and ironers, died suddenly of 
i heart attack recently in a Chicago 

tel. He is ceeded by Robert ¢ 
Stuart, vice-president and a former 
president of the company for eight 
years 

Mr. Stuart has been active in the 


affairs of the Barlow & Seelig Com- 


pany for many years. It was he who 


helped reorganize the company in 1927 


just prior to the announcement of the 
Speed Queen line. At that time 
Marshall Scott. who had been vice- 


president and general manager of the 
Ripon Company, per- 
suaded to become general manager of 
the Barlow & Seelig Company. Later 
he becam« 


Lumber was 


secretary and treasurer of 
the company and, in January of this 
year was clevated to the presidency 

Marshall Scott was only 45 years 
old when the fatal heart attack oc- 
curred. He was born in Milwaukee, 
Wis., in 1891 and moved, at an early 
age to Hancock, Wis., where his 
father ran a general store. After some 
banking experience, he joined the 
Homestake Mining Company in South 
Dakota where he remained until com- 
ing to Ripon to manage the lumber 
concern. 

Mr. Stuart, in addition to being a 
successful banker has helped to or- 


Robert C. Stuart, new 
president 


ganize many business ventures. He an- 
nounced that there would be no change 
in policies or personnel. 


WESTERN AIR CONDITIONING 
CORP. FORMED IN SACRAMENTO | 


To Distribute Corozone Products 
SACRAMENTO — The Western 


Air-Conditioning Corporation of Sac- 
ramento, California, has been formed 
to distribute Corozone air-conditioning 
equipment throughout the states of 
California, Oregon, Washington, Ne- 
vada, Arizona, the 
Islands. 

Edward R. Lester of Lester Motors, 
Ltd., is General Manager of th« 
corporation. E. H. Bacon, formerly 
of the Celotext Company, is Sales 
Manager and E. C. (Jerry) Jerome 


and Hawaiian 


new 


of Medford, Oregon—and formerly 
of the Texas Company—is Distribu- 
tion Manager. 


Arcturus Appoints Albany Distributor 


The Arcturus Radio Tube Company, 
Newark, N. J., announces the recent 
appointment of Ray-Lab Inc., 641 
Broadway, Albany, New York, as its 
distributor in the “Capital City” ter- 
ritory. This is a branch of Elmira, 
New York, and will be managed by 
Mr. L. R. Hollenbeck. 


Kelvinator Shipments Up 40% 
In June 


DETROIT, Mich. — Monthly in- 
creases of Kelvinator products includ- 
ing household and commercial refrig- 
erators, automatic coal and oil burning 
equipment, electric and gas ranges, 
complete equipment 
including water and 
air-cooled room coolers and other al- 
lied products continued with 
shipments of 33,273 units for June as 
compared with 23,718 units for June 
1935, a gain of 40%. 

Total shipments of these Kelvinator 
products for the nine months fiscal 
period ending June 30th were 281,565 
units as compared with 202,153 units 
for the corresponding period for 
1935, an increase of 39% as announced 
by H. W. Burritt, Vice-President in 
Charge of Sales. 


air-conditic ming 
self-contained 


were 


PRODUCT DIVISION FOR 
G-E AIR CONDITIONING 


Samuel Martin, Jr., Appointed 
Manager 


‘BLOOMFIELD, N. J. — Samue! 
Martin, Jr., has been appointed man 
ager of the newly organized product 
division of the General Electric Com 
pany’s air-conditioning department, at 
Bloomfield, N. J., it has been an- 
nounced by J. J. Donovan, manager of 
the department. 

The new division, established to 
handle all matters pertaining to the 
installation and servicing of G-E air 
conditioning products, will enable the 
personnel of the commercial engineer 
ing division, which formerly handled 
such matters, to devote its entire time 
to problems related to the sale of 
comfort cooling and air conditioning 
equipment. 


PECK'S KANSAS CITY WINS 
E. E. l. WINDOW DISPLAY AWARD 


NEW YORK—First prize in the de- 
partment store division of the window 
display contest sponsored by Edison 
Electric Institute and the larger elec- 
trical manufacturers has been award- 
ed to Mr. G. H. Wagner, display man- 
ager for Peck’s, large Kansas City 
department store. The award entitled 
Mr. Wagner to a week’s cruise to Ha- 
vana. The above photograph shows 
Mr. and Mrs. Wagner embarking 
July 4th on the S/S “Oriente”. Mr. 
Wagner was awarded first prize in his 
division by virtue of the attractive- 
ness, originality and sales appeal of 
his display. Merchandisers through- 
out the entire nation competed in this 
contest which was sponsored in the 
all electrical houseware 
dealers by the Edison Electric Insti- 
tute, General Electric Company, 
American Electrical Heater Co., Ham- 
ilton-Beach Mfg. Company, Knapp- 
Monarch Company, Landers, Frary 
& Clark, Manning-Bowman & Com- 
pany, McGraw Electric Co., Waters- 
Genter Division, Proctor & Schwartz 
Electric Company, Robeson Rochester 
Corporation, Swartzbaugh Manu fac- 
turing Company, The Silex Company 
and Westinghouse Electric & Mig. Co. 


interests of 


SG. H. Wagner, display 
manager for Peck's depart- 
ment store, Kansas City, 
off to Havana as reward 
for winning EE's window 
display contest 


This is the kind of crowd that Krich-Radisco, Kelvinator distributors in the northern New Jersey area, turned out for the Kelvinator 
“Keep the Ball Rolling” sales contest during July and August. Talks were made by Paul R. Krich, Max Krich, president; David 
Wagman and Reed Powell. Dealers and salesmen were informed of the New Kelvinator washer and ironer line to be marketed soon 
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Here is S. S. Rieger, of Faultless 
Washer fame, shown with a full head 
of sales steam 


Furniture Mart Beats 
Three-Year Record 

CHICAGO, IIl.—That major appli- 
ances and furniture may have taken 
the place of capital goods in start- 
ing the prosperity ball rolling was the 
opinion of Ruben D. Cahn, Chicago 
Tribune economist, in keynoting at 
the opening of the July 6-18 Furniture 
Mart show. In Mr. Cahn’s opinion 
the country is on the edge of a decid- 
ed improvement. There has been ac- 
cumulated a backlog of marriages 
which shortly will be translated into 
new homes. In Chicago alone in 
1935 40,903 knots were tied and only 
418 new homes constructed. In 1926 
on the other hand 41,416 residences 
were constructed to take care of 43,- 
320 marriages. 

Visitors to the Furniture Mart saw 
indirect lighting extended into dis- 
plays, saw air conditioning exhibits 
take an upward jump and observed 
that Sears-Roebuck was present with 
a display. 

Among the washing machines car- 
rying displays were Barlow & Seelig, 
Voss, Barton, Blackstone, Segal Cor- 
poration, Holland-Rieger and Norge 
Radio lines were shown by Triangle 
Electric, Alderman Company, Federal 
Radio & Television, Ernst & Company, 
Katz, Inc., and Majestic. 


Automatic Distributor 


The Automatic Washer Company 
announces the appointment of Hughes 
& Co., Spokane, Washington as dis- 


E. F. Voss, sales manager, Voss Wash- 
ers, does the Absalom act for his 
customers 


S. D. Getz (right) laying American 
Beauty sales facts on the line to a 
Cincinnati prospect 


Selling is hot work, F. W. McGrath, 
vice president of Barton, told his 
washer public 


H. J. Hunt, president of Mayflower, 
was on hand with his electrical re- 
frigerators showing 


In the cubbyhole of the Barlow & Seelig exhibit, R. C. Stuart 
(left) new Speed Queen president meets the trade with 
V. F. Hannon, sales manager 


JOHNSON OF COOPER-LOUISVILLE 
HEADS NEW COMPANY AT TAMPA 


Rapier Succeeds to Presidency of 
Louisville Concern 


LOUISVILLE, Ky.—J. E. “Jim- 
mie” Johnson, founder and president 
of the Cooper-Louisville Co., Crosley 


, distributor, Louisville, Ky., resigned re- 


cently as president of the company to 
found the Johnson Distributing Com- 
pany of Tampa and become president 
of the new company which will dis- 
tribute Crosley radios, electric refrig- 
erators, washers, ironers and other 
Crosley products, and S. J. “Syl” Ra- 
pier, vice-president of the Cooper- 
Louisville Co., succeeded to the presi- 


dency. 


. . | 
tributor for Automatic Washers and | 


Ironers in the territory adjacent to 
Spokane. 


"Jimmie" Johnson, left, president, Cooper-Louisville Co., 


Immediately upon Mr. Johnson’s 
resignation as president, he was, at 
the request of the new officers and the 


stockholders of the company, unani- | 


mously elected vice-president and di- 
the Cooper-! ouisville Co. 


rector oO} 


Louisville, Ky.. 


has resigned to start Johnson Distributing Co. at Tampa, Fla. "Syl 


Rapier, right, becomes new president. 


In the center are Lewis Crosley 


and J. P. Rogers, vice presidents of Crosley Radio Corp. 
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which he organized in 1922. The 
company became one of the largest 
distributing organizations in the coun- 


try, with sales running up to a mil- 
| fice, has been appointed district appli- 


lion dollars annually. The change was 
due to Mr. Johnson’s desire to live in 
Florida, and it is anticipated that Mr. 
Johnson’s success in Louisville will 
be duplicated in Tampa. 

S. J. Rapier, who had risen rapidly 
with the Cooper-Louisville Co., from 
salesman to supervisor and then vice- 
president, was unanimously elected 
president to succeed Mr. Johnson. He 
is well known throughout the trade 
and has made many friends. 
vation to the presidency of the com- 
pany was based on performance and 
merit. Heand Mr. Johnson have been 
very closely associated in the manage- 
ment of the company for a number of 
years, and it is assured that the note- 
worthy success of the company will 
be continued under the new manage- 
ment. Mr. H. O. Thomas who has for 
the past several years acted in the 
capacity of secretary-treasurer of the 
Louisville concern, will continue to 
serve in that position. 


His ele- | 


| 


It is also announced that the Coop- | 
er-Louisville Company will move into | 


new and larger quarters on July first 
to accommodate their rapidly increas- 
ing business. 


G-E Supply Corp., Richmond > 


Made Separate Sales District 


G-E Supply Corporation, Richmond, 
Va., formerly a branch of the Balti- 
more district, has been made the main 
house in a separate sales district, it 
has been announced by J. L. Busey, 
president of the corporation. The 


| 
| 


| 
| 


| continued 


new district comprises branches at 
Charlotte, N. C., and Raleigh, N. C. 

H. R. Weisiger has been appointed 
district manager and also will serve 
as sales manager for supplies. B. A. 
Propert, formerly a district special- 
ist for the G-E Appliance and Mer- 
chandise Department, Philadelphia of- 


ance sales manager. G. B. Fleming 
and E. J. Davis have respectively 
been appointed district service man- 
ager and district credit manager. 


$250 in Prizes in G-E Contest 

CLEVELAND, O.—Sixteen prizes 
totaling $250 are being offered Gen- 
eral Electric refrigerator salesmen in a 
contest sponsored by A. M. Sweeney, 
national sales manager. The contest 
closes July 31. 

The contest is for the best refrigera- 
tor presentation, using a sales formula 
recently made available to G-E sales- 
men. The purpose of the contest is to 
ascertain how this sales formula is be- 
ing used by G-E representatives in the 
field and to locate the best presenta- 
tions so that they may be made avail- 
able to all G-E salesmen 

First prize is $100; second $50; 
third $25; fourth and fifth $10 each 
and six to sixteenth $5 each. 


NEPCO Buys Roth 
PITTSBURGH — The _ National 
Electric Products Corporation of 
Pittsburgh have acquired the business 
of Raymond Roth Incorporated of New 
York City, manufacturers of Goeller 


Connectors, Charmond Terminal 
Blocks and other devices formerly 
made by the above concern. Manu- 


facturing of these products will be 
under the National Elec- 
tric banner, and all engineering, sales 
and production detail will be handled 
by Mr, Raymond Roth. 
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Photo courtesy of Ringling Bros.—Barnum & Bailey Combined Shows, Inc. 


IN FULL SWING 
AUGUST 24 


Don’t miss this opportunity to let GENERAL ELECTRIC’S 
New, Fast Moving, Fall Home Laundry Equipment Sales 
Drive build quick sales and more profits for you. For first 


hand information, clip and mail the coupon below: 


HOME LAUNDRY EQUIPMENT SALES 
Appliance and Merchandise Department 
General Electric Company 

Bridgeport, Conn. 


1] want to be one of the first to learn about the G-E 
Home Laundry Equipment Sales Drive. 


GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 


APPLIANCE AND MERCHANDISE DEPT... GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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CHICAGO HAS 225 AIR CONDITIONING 
INSTALLATIONS FOR FIRST 6 MONTHS OF ‘36 


Joseph C. Lewis, Horton's new gen- 
eral sales manager, is shown on the 
job here introducing Horton's new 
1937 line of washers to a seasoned 
group of distributor's in Chicago's 
Furniture Mart. 


25 Per Cent Increase Over Same 
Period in '35 


CHICAGO, biggest six 
months in Chicago's air conditioning 
history—both in number of installa 
tions and capacity—was reported by 
the Commonwealth Edison Compan 
for the period closing June 30. More 
than 225 air conditioning installation. 
were installed during the period add 
ing 4,280 kilowatts to the company’s 
connected load. 

This is a 25 per cent increase ove: 
the 184 installations for the same peri 
ad last year and brings the total 
number of installations on the com 
pany’s lines to 1,160 with an installed 
capacity of 40,875 kilowatts. 

Restaurants accounted for the larg 
est number of installations—51 ; priv 
ate offices came next with 41; general 
offices next with 29. Residences ac- 
counted for 14 installations. 


Frigidaire in Free Offer of 
100 Commercial Refrigerator Units 


NEW YORK, N. Y.—Frigidaire 
Corporation, in an effort to cash in on 
the already important replacement 
market for commercial refrigerating 
equipment, has announced a new drive 
which will be built around an offer of 
100 brand new Frigidaire commercial 
installations installed free in those 
establishments which have Frigidaire 
commercial equipment purchased new 
over five years ago. 

This “Pioneer Purchasers Cam- 
paign” is scheduled to run through 
July and August and is expected to 
produce hundreds of leads for com- 
mercial refrigerating equipment from 
all over the country. 

Chief purpose of the campaign is to 
dramatize to establishments already 
using some form of refrigerating 
equipment the remarkable steps that 
have been taken in the past five years 
to refine and improve the product. In- 


creases in capacity range anywhere 


from 94 per cent to 329 per cent on 
various models of compressors; addi 
tional refinements giving greater serv 
ice and increased efficiency in cooling 
coils is another advance. Just as the 
automobile of ten years ago cannot 
compare to the machine produced to- 
day, so Frigidaire intends to tell the 
country’s grocers, delicatessens, dairies, 
hotels and all other users of refrigerat- 
ing machinery, that the present com- 
pressors show just as significant im- 
provements, 


Shipments of Leonard Refrigerators 
Increase 


An increase of 52.6 per cent in 
shipments of Leonard refrigerators 
for the nine months’ fiscal period end 
ing June 30 over shipments for the 
same period last year was announced 
by R. I. Petrie, Sales Manager ot 
Leonard Refrigerator Company. 


» Fred Dechant and Bennett Chapple, two executives of the American 
Rolling Mill Company (Armco) snapped at Wheaton, Ill., during the 
washing machine manufacturers’ meeting where Mr. Chapple spoke. 
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Here's a mass range installation just to show you how that business is 
stepping along. Georgia Power is directing the installation of these 


1,278 Westinghouse electric ranges in Atlanta, Georgia's Techwood and 
University slum clearance project—a Federal housing activity. All ranges 
ere standard models with three-burners and standard oven. 


CROSLEY STARTS GREATEST | 
SUMMER SALES CONTEST 
$60,000 To Be Given Away in Prizes 


CINCINNATI, O.—The greatest 
sales contest ever introduced in the his- 
tory of the Crosley Radio Corporation, 
and perhaps for the electric refrigera- 
tion industry, will be inaugurated July 
1 and end August 31. 

A total of $60,000.00 will be awarded 
to salesmen of Crosley dealers through- 
out the country. Seventeen Chevrolets 
are offered as first prizes—one for 
each of the 17 districts into which the 
country is divided for this contest— 
and with them will go a trip to the 
Crosley factory in Cincinnati for each 
winner, with all expenses of the trip 
paid by the Crosley Radio Corporation. 
There they will be royally entertained 
and given their cars to drive home. 

This is only part of the number of 
awards which will run into the hun- 
dreds. There will be 68 Crosley re- 
frigerators given to other winners: 
102 console radios; 153 seventeen- 
jewel Bulova wrist watches, and a 
Crosley Fiver radio to every salesman 
who sells 8 refrigerators but does not 
win a capital prize. 

Named the “Hot Summer for 
Crosley Cold Refrigeration” prize con- 
test, it is being announced by one of 
the most effective campaigns ever 
planned. The supporting material is 
equally effective. 

The entire campaign is organized 
like an army campaign with the Gen- 
eral Sales Manager, Thomas W. Ber- 
ger of the Crosley Radio Corporation, 
in charge. Crosley district managers 
are field marshalls. Crosley distribu- 
tors in the entire United States are 
being massed for the greatest sales 
drive in the history of electric re- 
frigeration to dealers and dealers’ 


salesmen. 


30,000 Enter G-E 
“Old Timer” Drive 


Upwards of 30,000 owners of “Old 
Timer” washers, ironers and hand irons 
Stepped into G-E and Hotpoint dealers 
Stores this spring to list their entries 
in the “Old Timer” Discovery Drive 
for cash awards totaling $1,000, of- 
fered by General Electric to the per- 


Looks like Nolan McCleary of the 
National Stamping & Electrical 
Works is going back to chi!dhood 
days. The camera-pusher got this 
one at Chicago Merchandise Mart's 
14th floor club outing held at White 
Pines. 


sons owning the oldest. Some stopped 
long enough to purchase new appli- 
ances, others were listed as prospects 
for replacement sales. 

Recipients of the cash awards rep- 
resented 15 states, California leading 
with 5 winners. The winning “Old 
Timer” appliances included 21 hand 
irons, 3 washers and 1 ironer. The 
thousands of appliances entered in the 
Drive were purchased between 1896) 
and 1925. 

The oldest electric hand iron dis-| 
covered was manufactured under the| 
trade name “Simplex” by the Ameri- | 
can Electric Heating Corp. in Boston, | 
dating back to 1894-96. It won the| 
first award of $250 for Miss Florence | 
J. Ringrose, Wauwautosa, Wisconsin. 
The Wegner Hardware & Appliance | 
Company was the dealer represented. | 
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carbon filament incandescent lamp. E.T.L. was 
founded then as a Lamp Testing Bureau to conduct 
continuous tests of lamps. Each year showed ans 
improvement in lamp quality over the last. The 
services of E.T.L. (now grown to cover all manner 
of electrical, mechanical, chemical and photometric 
tests) are still retained on lamp testing. m 


during the past 40 years an improvement in lamp 
- quality has been effected each year, 
advantage of working in the 
> knowledge of the product. 


specifications developed by LE.S. 


on a trail blazed by the incandescent a ico 
- whole industry can thereby benefit. 


80th Stréet & East End Ave. New York 
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1. Universal Combination Sand- 
wich and Waffle Grille 


2. Everhot Compakt Grille 


3. Westinghouse Waffle Mold 


4 General Electric Waffle Mold 


5. Astogril Broiler for ranges 


10) 


Women trust Aleoa Aluminum! 


They know that Aluminum is 
Friendly to Food, that it won't 
contaminate. They know it is 
easy to keep clean. Experience has 
taught them how foods cook 
quickly and evenly in Aluminum. 
That’s why “IT’S MADE OF 
ALUMINUM” is the star selling 
sentence of 1936. 

Just count off these extra sales 
points for grilles and waffle molds 


made of Aleoa Aluminum: 


Friendly to Food, won't con- 
taminate... 

2. Easily cleaned, always 
bright . . . 

3. Superior heat conductivity 
insures even cooking and 
economy .. . 

1. Superior heat capacity... 
holds heat longer . . . 

5. Aluminum’s lightness is easy 
to handle... 

Alcoa Aluminum in any appli- 
ance is itself evidence of quality. 
Don’t miss these sales-closing 
points. Women like Aluminum! 

That’s why your sales are so often 

closed when you add, “It’s 

Made of Aluminum.” ALUMINUM 

COMPANY OF AMERICA, 2160 Gulf 

Penna. 


Building, Pittsburgh, 


ALUMINU 
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News Flashes From 
the West Coast 


Special attention to the home whic 
demands the larger size electric refriger 


ator (9 to 17 cu. ft. capacity) is bein 
given by Robinsons’ of Los Angeles, wh 
have found that there is a regular an 
profitable demand for this equipment. 


The George Belsey Company of L« 
Angeles, who have for some time operate: 
a kitchen planning service, announce th; 
they have planned more than 200 kitchen 
during the past few months. This com 
pany offers the “free trial” of refrigerato: 
for a “kitchen test” in the home. 


With the announcement of the clos: 
of “free wiring” on Aug. 1, the Portland 
General Electric Company announced 
that up to the first of June the Company 
had provided 3,464 range wiring installa 
tions at a cost approximating $94,000. In 
addition to these new installations, records 
show that 32 per cent of all ranges sold 
in Portland, Ore., during this period 
replaced electric ranges already installed 


A summer electric hot water advertis- 
ing campaign is on in Portland, Ore. 
An interesting feature is that advertise- 
ments of the Portland General Electric 
Company do not mention water heaters at 
all, but concentrate attention on “Pepco 
Electric Hot Water Service,” evidently 
on the theory that it is not the equip- 
ment but the hot water service in which 
the customer is interested. 


From June 9 to 13, the Washington 
Water Power Company “in the interest 
of Spokane Valley Products” gave away 
to Spokane residents a case of local 
grown and canned tomatoes with the 
purchase of every Hotpoint or Westing 
house electric range. 


The summer months have been busy 
ones in Sacramento, Calif. First have 
been two ten page special sections of the 
newspaper devoted to refrigeration, with 
front pages in color. Then Breuner’s had 
a twelve page half-size special section 
of their own devoted to kitchen and 
laundry appliances under the _ title 
“Modern Magic.” Air conditioning has 
come in for some page spreads of 
cooperative advertising. Weinstock-Lubin 
offered $1 for your old coffee pot or per- 
colator on a $5.95 coffee maker. Arnold 
Bros. (Westinghouse Store) held a two- 
day open house, giving away “jubilee 
coins” to visitors. Sears, Roebuck moved 
to a temporary location, looking toward 
a new and larger store in the fall, and 
celebrated it with a housewares sale 
Ward's also has a new store and 2 
removal sale. The Vogt Electric Co 
announced that R. A. Mallett has estab- 
lished a lighting fixture department in its 
store. Among the stores advertising car- 
load deliveries of refrigerators was the 
W. M. Rumsey Company with “2 addi- 
tional carloads of Grunows”. 


Addressing local merchants of Salt 
Lake, the Utah Power and Light Com- 
pany advertises air conditioning as a means 
of eliminating the summer slump. The: 
offer an air conditioning survey servic« 
leaving the selling of equipment + 
dealers. 


Schoenfeld’s of Seattle, Wash., for 
short time during June offered $3) 
trade-in value for your old range on 
new Monarch. They also featured s 
lines of refrigerators and ran a speci 
price sale on “200 more I.E.S. lamps”. 


Prottas & Levitt of Seattle, Was! 
in what they call a “drive for 10,0") 
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new customers,” offered a Mixmaster, 
Hotpoint iron, buffet toaster set and 
electric clock as premiums with purchases 
f from $100 and more, to $300 and 


more, up. 


Installation of a model electric kitchen 
as a show place in their new ground 
floor location in the Wilsonian Apart- 
ment-Hotel Building was announced 
recently by the American Home Appli- 
ance Company of Seattle, Wash. The 
company already has a model laundry 
room and an attractive radio display 
room. 


The Sno-Breze Air-Conditioning Engi- 
neers, Inc., of Phoenix, Ariz., in a full 
page ad recently announced a total of 
72 installations up to and including 1934. 
During the first five months of 1936, they 
have already installed 124 Sno-Breze 
systems in that district. 


The Dorris-Heyman Company of 
Phoenix, Ariz. recently invited their cus- 
tomers to a home laundering and ironing 
school, with refreshments served to all 
guests on each day of the event. 


Sam Mitchell, Kelvinator's advertising 

and sales promotion director and 

E. T. Layport, Kelvinator's commer- 

cial division offices manager, have 

just been presented ten gallon hats 

and tickets to the Texas Centennial 
by Miss Ellen Straham. 


The event of the month in Reno, 
Nevada, was a cooperative cooking 
school, sponsored by the local paper. 
Over 2,000 women took the course during 
the three days, with a total of over 800 
for the largest day’s attendance. Prizes 
were awarded for the woman bringing 
the largest number of guests, for the 
oldest lady present and to many others, 
based rather on human interest, than on 
mere chance. During this period exten- 
sive advertising featured G.E. ranges and 
dishwashers for the Howell Electric 
Company and Monarch and Westing- 
house ranges for H. E. Saviers & Son. 
This company reported three full car- 
loads of Monarch ranges received since 
Jan. 1, 1936 and offered a light, clock 
and condiment set as a premium during 
June. 


The Gilner Electric Company, featuring 
G.E. appliances, is a recent addition to 
the group of active electrical merchants 
in Salt Lake City, Utah. The store had 
a feature opening on June 19. 


A “60-days at our risk” offer on elec- 
tric water heaters is announced by the 
Utah Power & Light Company of Salt 
Lake City. 


A “Hostess Course,” conducted by the 
San Francisco Chronicle, offered lessons 
in the use of small electric appliances to 
attending housewives of San Francisco, 
Calif., during June. A number of small 
appliances were given away on the last 
day of the course. 


4 
« 


Good Insulation 
RY in Any Good Refrigerator 
is Medicine ”’ 


Buyers of electric refrigerators expect good mechanical units in any 
box they buy. You cannot greatly impress them with assurances of 
mechanical efficiency. As in a motor car engine, dependable perform- 
ance is taken for granted. 


But Dry-Zero Insulation in a refrigerator is a powerful selling point. 
It is big medicine. It is evidence of a definite advantage in economical 
lifetime operation. For it is a proved fact that Dry-Zero Insulation 
will make a continual saving of from 20c to $2.00 per month in 
operating costs. 


If you are fortunate enough to be selling a Dry-Zero insulated 
refrigerator, tell your customers about this regular saving, as long 
as the box lasts. If you want more evidence, tell us. Ask for free 
copies of an interesting and colorful folder giving the facts that you 
can give to your prospects. 


DRY: ZERO 


REG. US. PAT. OFF, 


ENS ULATION 
The Most Efficient 


Commercial Insulant Known 


DRY - ZERO CORPORATION TORONTO, ONT. 
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HAAG VORTEX 


Model 92E 
Twin Tub Washer 


Here is 
receive 


a washer on which you actually 
TWICE the dollar profit you 
make on the average machine—and there 
real market for this moderately 
priced VORTEX. 
this modern and efficient’ washer. 


Investigate 


It has tremendous new sales possibilities because: 


1. 
2 


3. 


Mail the 
the Haag 
Haag 


It's the fastest of all fast washers—two 
big tubs with the finest washing action 
ever built into a washer. 


The Mechanical Hand Safety Feeder is a 
practical feature that makes a powerful 
demonstration. 

It is an outstanding machine in appear- 
ance, performance and in its reputation 
for quality. 

Like all Haag Washers it is 
with the kind of dealership 
you want and need, 


coupon now for full information on 
Vortex Twin Tub and on the complete 


backed up 
agreement 
to make a profit. 


Haag Washers are priced from $49.95 up F. O. B. 


Peoria, I 


llinois. Slightly higher at distant points. 


HAAG BROTHERS COMPANY 


BROTHERS 
interested 


interested in 


Peoria, Illinois 


COMPANY, Peoria, Mlinois 
in the Haag Twin Tub (check) 
your complete line (check) 


HAAG WASHERS 


The Moore Electric Supply Company 
of San Francisco has recently routed 
about the valley towns of California its 
traveling sample room car, exhibiting 
radios, washing and ironing machines, 
portable air conditioners, circulating oil 
heaters and other household appliances. 
lhe private car is parked on a siding 
at the station and was visited by dealers 
in the afternoon, by the public in the 
evening. 


The offer of $25 trade-in value for 
your old range, which is the most recent 
electric range promotion being tried out 


in Spokane, Wash., by the Washington 
Water Power Company, started off with 
reported sales of 55 electric ranges by 
dealers during the first week of the offer. 
Company salesmen during the same period 
disposed of about 45. The original plan 
calls for five weeks of this campaign, 
ending on July 18. “This offer has been 
a real help,” reports one dealer. “It 
attracts the customer and in this district 
where range saturation is already so 
high, is much more effective as a sales 
aid than a free wiring offer.” 


Opening of their remodelled House- 
wares department was an early summer 
event for the Crescent Company of 
Spokane, Wash. This called for exten- 
sive advertising and some twelve demon- 
strations on the sales floor. The new de- 
partment is arranged with a lighter back- 
ground of fresh paint and new display 
tables, which permit the grouping of 
appliances. A special feature is to be the 
descriptive tags, which will not only bear 
the price in plain figures, but will give 
in a few words the distinctive feature of 
the appliance. The customer left to her- 
self for a brief interval thus will find 


all the various styles of the appliance in 
which she is interested gathered on one 
table and will be able to answer for 


herself such questions as to why one iron 
or toaster is more expensive than 
another, simply from the description on 
the tag. 


In the “Early Bird” campaign of the 
Montana Power Company, featuring 
ranges and refrigerators, which ended 
on June 13, a total of 291 ranges (West- 
inghouse and Hotpoint) and 527 refrigera- 
tors (G.E.) was sold. July is to be “Kool 
Kitchen” month in Montana, with empha- 


sis on Westinghouse electric roasters. 
Two models are features at standard 
prices. Sales floor demonstrations are to 
be used and a free overnight trial is 


offered to meet any question in the mind 


of the housewife. Dealers have been 
asked to tie in with this campaign and 
“see your dealer” ads will be used 


throughout. 


Spring lamp selling in Denver, running 


from March 1 to April 25, resulted in 
sales which ran about 150 per cent of 
quota. This dealer cooperative activity 


started with a dealer meeting held in the 
Electric Institute, where dealers were told 
the story and started off on the same basis 
as the company. Employees in other de 
partments were encourage d to participate 
by a sliding bonus which allowed them 
65 cents for the sale of the first lamp 
ten cents more for each lamp if two were 
sold and so on. If four lamps were sold, 
the bonus was $1 per lamp. As a result 
of this encouragement, employees other 
than salesmen accounted for from 50 to 
6O per cent of all sales, the gas appliance 
service men taking high rank over any of 
the electrical departments! This activity 
is announced as a forerunner to the fall 
sale, plans for which will be ready in 
September. This, it is reported, will be 
an outstanding event in lamp selling, with 
new high marks set for both company and 
dealer quotas. 


Fall lighting plans for the Portland 
General Electric Company include a sched- 
ule of extensive advertising activity start- 
ing October 18, with a program of dealer 
sales helps, window displays and general 
active promotion. Then on Nov. 15 sun 
lamps will be brought to the fore and 
attention will be focussed on them for a 
period of two weeks. Better Light-Better 
Sight will then be brought back again into 
the picture, with an interval again featur- 
ing sun lamps in January. Advertising 
as in the past will center around non- 
signature ads, with a “see your dealer” 
feature, the power company tying in with 
their own advertising like any other 
dealer. 

The free wiring offer by the Portland, 
Oregon power companies ends August 
first, which means that the month of July 
in the Portland district was a month of 
range selling among all dealers. 

A fall campaign on LE.S. lamps is 
planned by the Colorado Springs munici- 
pal utility, according to F. G. Armbruster, 
in charge of the city’s commercial ac- 
tivities. The city department does no 
merchandising, but plans to interest the 
dealers in a cooperative activity, encourag- 
ing home surveys of lighting needs. It is 
hoped to place about 1,000 I.E.S. lamps 
in Colorado Springs homes as a result of 
this activity. 


New Flashlight Battery Tester 


A unique flashlight battery tester has 
just been developed by Burgess Battery 
Company, Freeport, Illinois. It is made 
with two prongs to fit both baby and 
standard size Uni-Cels. It clips tightly 
on the side of the battery vendor which 
sets on the counter. By placing this 
outfit near the cash register, or some 
other advantageous point, customers are 
reminded to buy flashlight batteries. The 
tester, complete with lamp, will be -sent 


free to dealers who write to the Burgess 
Sattery Company. 


The nineteen comely young ladies seen in the photograph are all working 

toward one goal—to brighten up the homes of Dallas in 1936—the Texas 

Centennial year. They make regular calls on customers of the Dallas 

Power & Light Company, not to sell anything, but to advise on ways of 

properly lighting the home, and how to get the most out of the 
electrical dollar. 
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WETHERILL MEDAL 
AWARDED A. L. MARSH 


Hoskins’ President Given Special Rec- 
ognition for Invention of “Chromel” 


PHILADELPHIA — Albert Leroy 
Marsh, president of the Hoskins Manu- 
facturing Company of Detroit, received 
the John Price Wetherill medal from 
the Franklin Institute here recently, in 
recognition of his discovery of a new 
alloy, composed of 20 per cent chromium 
and 80 per cent nickel, that was to become 
famous as “Chromel” and lay the founda- 
tion for the flourishing electrical heating 
device industry. 

Prior to 1905, when Mr. Marsh’s dis- 
covery was made, many experimenters 
had endeavored to find an alloy that 
would offer prolonged electrical resistance 
without burning out. Many different 
metals were tried such as iron, copper, 
nickel, silver and even platinum. The 
latter was too expensive even if it had 
been found suitable. When Mr. Marsh 
perfected his nickel and chromium alloy 
and patented it in 1906, the heating 
device industry such as we know it today 
did not exist. Toasters, waffle-irons, per- 
colators, ranges, heaters, curling irons, 
heating pads—the whole gamut developed 
from his discovery. 

Much of the early experimentation con- 
ducted by Mr. Marsh was done in the 
laboratories of William Hoskins, a con- 
sulting engineer. When the alloy was 
discovered it was found to be of such 
strength and hardness that there was ap- 
parently no way of reducing it to wire. 
In further experiments to make Chromel 
ductile, Mr. Marsh perfected an electric 
furnace. Other industries needed such 
a furnace and so the Hoskins Company 
was formed in 1908 in Chicago. 

The company moved to Detroit in 1909 
while Hoskins remained in Chicago as a 
consulting engineer. A year later he 
withdrew his interest in the company 
which bears his name and it was reorgan- 
ized as the Hoskins Manufacturing Com- 
pany with Mr. Marsh as chief engineer. 
A number of patent infringement cases 
occurred shortly thereafter the 
young Hoskins company found itself with 
continual fights in the courts to protect 
its interests. Finally, a licensing agree- 
ment was drawn up which existed until 
the patents expired in 1923. Lost royal- 
ties from appliance manufacturers, oper- 
ating under the patents until their expira- 
tion, have more than been made up by 
the enormous expansion of the heating 
device industry. Today, more than half 
the alloy wire used in the United States 
is produced in the Detroit plant of the 
Hoskins Company. 

Early in the history of the company, 
Mr. Marsh perfected a_ profit-sharing 
plan for employees that has made his fac- 
tory envied for its long record of free- 
dom from labor disputes and the amicable 
relations that exist between employer 
and employee. 


Electric Heat on Wheels 


A Satisfaction Guaranteed 


Portable Electric Steam Radiator 


ERE is an electric item that is an answer to 

prayer. A portable electrical steam heater. 
One that heats like any radiator by both con- 
vected and radiant heat. 


It is surprisingly small for the work it does. 
Stands but 21 inches high and is only 4% inches 
deep. Mounted on ball bearing casters for easy 
pushing from one room to another. Is so light 
can be handily carried upstairs or down. Made 
in 3 sizes for 115 volt A.C. Also 230 A.C. or D.C. 


Is equipped with both thermostat and current 
cut-off. Soon as pressure is up to 5 lbs. current 
automatically shuts off. When down to 2 lbs. 
turns on. Red indicator shows when current is 
working. 


Shipped filled with just the right amount of non- 
freeze water, ready for plugging in. 


Here is a thoroughly dependable item with a 
good margin of profit and wide sales possibilities. 
Just the thing for cool evenings and damp days 
in Fall or Spring. Ideal for bathrooms, sun 
porches, dressing rooms, breakfast nooks, camps, 
sickrooms. For the garage, put heater in front 
of radiator, cover it and heater with blanket and 
car will kick-off in a jiffy in cold weather. Ther- 
mostat and current shut-off insure economy. 
These are but a few of the uses for this End-Of- 
Cord-Heating. 


Dealers Wanted 


If interested in selling this Portable Electric Steam 
Radiator fill in coupon and mail to us. Or write 
us. Glad to send complete catalog covering details. 


Established in 1873 


IRVINGTON, N. Y. ZANESVILLE, OHIO 


BURNHAM BOILER CORPORATION 
Irvington, New York 


Am interested in selling the Portable Electric 
Steam Radiator. Send full particulars and prices. 
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Manufacturers Sales of Small Electrical Appliances, in Monthly Percentages 


Advertising to the Dealer 


The appliance business has been good this year. 
Momentum built up early in the year is carrying 
through the summer with greater than usual 
force. All of which points the way to the best 
fall business the industry has ever seen. 


A quick glance at the appliance sales chart for 
the past shows a sharp upturn in the fall. This, 
of course, is based on manufacturers’ sales which 
precede dealers’ sales by about a month. 


Most dealers do not make long time buying com- 
mitments. They time their buying to the tune of 
consumer demands. With this as an established 


WILL PAY big dividends this Fall 


fact, advertising in the September, October and 
November Issues of Electrical Merchandising 
will get the dealer at the time when he is buying. 
Electrical Merchandising is now able to provide 
manufacturers with the most effective sales 
promotion service* ever offered to the industry 
—an advertising service of broad coverage 
backed by an editorial service that educates and 
stimulates dealers to greater sales activities. 


Dominating advertising in Electrical Merchan- 


dising will pay immediate and attractive divi- 
dends. 


* MORE COMPLETE INFORMATION WILL BE FURNISHED UPON REQUEST 


Use 
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Stewart - Warner 
dealers made 
themselves com- 
fortable in 
Charlotte's heat 


Stewart- 


Warner 
Distributors 
and Executives 
Get Together 
in Charlotte 


dec. 
jes 


Morty, Harry and Sam Salzman, New York distribu- John Ditzell, S-W radio and refrigeration sales Brown-Dorrance Company executives from Pittsburgh 
ind tors for Stewart-Warner, talks things over with manager, with A. Marquardt of Boston and G. Wood and Akron were interested participants in the 
. Eddie Rutledge, S-W district manager of Hartford Stewart-Warner sales convention 
ing 
ng. 
ide 
try 
age 
and 
an- 

ivi- L. C. Wiswell, head of L. C. Wiswell Company, J. McDonald of San Antonio, J. Melton of El Paso, T. T. Sullivan, treasurer; J. S. Knowlson, chairman of 
newly-appointed distributor, attended the convention both S-W distributors, shared grub with M. O. the board and J. E. Otis, Jr., president of Stewart- 
with other execs from his company Beckham and Gus Treffeisen of S-W Warner, snapped at lunch 


Furman Ferguson and Oliver Shaw of Charlotte The Morley Brothers of Saginaw, Detroit and Grand S. S. Front and A. K. Clifford of the Front Company, 
discuss the new S-W line with J. S. Knowlson, S-W Rapids were well-represented at the Stewart-Warner Wheeling, W. Virginia, candid-camered at the 
board chairman and John Ditzell, sales manager convention Stewart-Warner meeting 
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VASN'T INTERESTED 
ELECTRIC RANGE, EITHER, 


J 


e d = can really 


get excited about the 

= ESTAS Electric Range 
The electric range that has 


everything—the 1936 Estate! 
Super styling. Balanced 
oven heat; single dial control; 
other exclusive features that 
make it easy for salespeople to 
talk eléctric ranges in a wom- 
ah’s Own language. Shipments 
the’ first six months of this 

ar exceeded all of 1935—no 
d wonder! THE ESTATE STOVE 


- COMPANY, Hamilton, Ohio 


merchandising lo 
CONCENTRATE ON ESTATE 
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L. G. Moore is General 
Electric Supply Corp.'s new 
manager of traffic appli- 
ance sales. 


J. P. Mcliihenny goes from 
Elliot-Lewis Electric in Phil- 
adelphia to the manager- 
ship of G-E Supply Corp.'s 
Chicago branch 


New Pasiticus of the Month 


G-E Supply Corp. 


The appointment of L. G. Moore, Jr., 
as manager of traffic appliance sales, with 
headquarters at the general office, Bridge- 
port, Conn., has been announced by J. L. 
Busey, president of G-E Supply Corp. 
Formerly he was general sales represen- 
tative for New York and assistant to 
H. F. Thomas, vice president of the 
corporation. 

Mr. Moore has been connected with 
the electrical industry since his gradua- 
tion from Georgia Tech in 1923, going 
with General Electric at Schenectady 
that same year, to take the “test” course. 
Following test, he went to Tampa, Fila., 
as a salesman for the Florida Electric 
Supply Corp, and a year later was made 
manager of its Miami Branch. He was 
transferred to General Electric’s Mer- 
chandise Department, Bridgeport, Conn., 
in 1927. With the formation of the Gen- 
eral Electric Supply Corporation in 1929, 
Mr. Moore became a member of the 
headquarters staff, devoting his time to 
sales analyses and methods. He later 
became appliance sales manager, G-E 
Supply Corp., New York, and then was 
named to the position he held prior to his 
recent appointment. 

J. P. McIlhenny, formerly manager of 
sales for the Elliott-Lewis Electrical 
Company, Philadelphia, has been ap- 
pointed district manager of appliance 
sales, G-E Supply Corp., Chicago, it 
has also been announced by J. L. Busey. 

Mr. Mcllhenny was associated with the 
Elliott-Lewis organization for 22 years 
and gained a wide experience in sales 
and management. Early in his career 
he was connected with the Machen and 
Mayer Company, Philadelphia, and later 
with the Frank H. Stewart Company, 
which became the Philadelphia Branch 
of the G-E Supply Corp. 


Mullins Mfg. Co. 


O. L. Earl, sales manager, washing 
machine division of the Mullins Manu- 
facturing Company, Salem, O., has taken 
charge of washing machine wringer 
department sales. This department was 
formerly under the management of 
Samuel Watkins who resigned recently 
to join the Turner & Seymour Company 
of Torrington, Conn. 


Graybar 


J. A. Mayer, formerly Manager of the 
Denver Branch, has been appointed Man- 
ager at Cleveland. Mr. Mayer started 
as Equipment Installer with the South- 
western Bell Telephone Company of Mis- 
souri at Moberly, Missouri, in 1913. In 
1920 he was transferred to the Sales Divi- 
sion of the Western Electric Company 
at Kansas City. In 1926 he was Office 
Sales Manager at Tulsa, and in 1928, 
Manager of Oklahoma City where he re- 
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mained until 1935 when he was appointed 
Manager of the Denver Branch. His ap- 
pointment to Cleveland has just gone into 
effect. 

S. B. Hardin, formerly Line Material 
Specialist at Kansas City, has been ap- 
pointed Sales Manager at Denver, suc- 
ceeding Mr. Mayer. Mr. Hardin started 
with Graybar at Kansas City in 1917, and 
he has worked his way up through the 
Sales Department to his present position. 

R. W. Kimberlin, formerly Mer 
dising Manager at San Francisco, has 
been appointed Manager at Salt Lake 
City. Mr. Kimberlin has been in the 
Sales Department at San Francisco ever 
since he came with the company in 1922. 
He was made Merchandising Manager in 
1929 and has held that position until his 
recent appointment as Manager at Salt 
Lake City. 


Radio 


The appointment of H. J. Mandernach 
as a G-E district sales representative, 
with headquarters in Detroit, has been 
announced by. General Electric’s Radio 
Division, Bridgeport, Conn. 

Mr. Mandernach is well known in the 
radio industry, having spent 13 years as 
a sales representative of the RCA Man- 
ufacturing Company. For the past six 
years he has served as that company’s 
district manager for Cleveland. He was 
formerly connected for eight years with 
the Manhattan Electric Supply Company 
at Chicago. 


Westinghouse 


The appointment of Miss Charlotte 
Ferris as director of appliance home eco- 
nomics has just been announced by Har 
old B. Donley, manager of Appliance De- 
partment, Merchandising Division of the 
Westinghouse Electric and Manufactur- 
ing Company. The rapid development ot! 
heating and table appliance sales and 
promotion, along with the change in mer 
chandising principles, has made appliance 
home economics of sufficient importance 
to set up a separate home economics 
bureau, Donley explains. 

Miss Ferris comes to the Westinghouse 
company from the Union Gas and Ele« 
tric Company of Cincinnati where she 
was a specialist in consultant work, test 
ing recipes, home service calls, demon 
strations, and supervising general hom: 
economics work. 


Eagle Electric 


Eagle Electric Mfg. Co., Inc., of Brook 
lyn, N. Y., announces the appointment « 
A. A. Switter of St. Louis, Mo., as ref 
resentative for the states of Missour 
Kansas, Oklahoma, Iowa, Nebraska, Ken 
tucky and Southern Illinois. 
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Here is a picture of L. R. 
Tansley whose appointment 
as Works Manager for 
Apex was announced here 
last month. 


Permutit 


J. T. Neisler, San Antonio, Texas, 
is now representing Permutit House- 
hold Water Conditioning equipment, 
throughout the Southwest. 

Mr. Neisler for many years has 
been factory representative of house- 
hold specialities, and will continue to 
operate in the territory in which he is 
so familiar, Texas, New Mexico and 
Arizona. His headquarters will re- 
main in San Antonio. 


Imperial Electric 


George M. Snodgrass has recently been 
appointed general sales manager of the 
Imperial Electric Company of Akron, 
Ohio, manufacturers of electric motors 
and generators. 

For the past 15 years Mr. Snodgrass 
has been with Fairbanks-Morse & Com- 
pany where he advanced to the position 
of general sales manager of the Electrical 
Division. After completing the course in 
electrical engineering at the University of 
Arkansas, he went with Allen-Bradley 
Company for seven years where he han- 
dled sales engineering work on motor 
control problems. 


Milwaukee League 


C. G. Matthews of the Graybar 
Electric Co. has been elected president 
of the Milwaukee Electrical League, 
succeeding E. H. Schaefer of the 
E. H. Schaefer Co. 

Other officers elected were A. L. 
Pond, General Electric Co., vice- 
president; N. C. Christopherson, The 
Milwaukee Electric Railway & Light 
Co., secretary; T. H. Desmond, West- 
inghouse Electric Supply Corporation, 
treasurer ; and W. O. Zervas, who was 
re-elected league manager. 


B. C. Electric Ry. 


F. M. Adams has been appointed 
dealers relations supervisor by the B.C. 
Electric Railway Company, according to an 
announcement by W. C. Mainwaring, 
merchandising manager of the public util- 
ity at Vancouver, B. C. 

In his new position, Mr. Adams will 
be responsible for giving the maximum 
amont of co-operation through regular 
dealer channels to the furthering of elec- 
trical appliance sales. 


Appollo Distributing 


David Slobodien, president, Apollo 
Distributing Co. Crosley distributor, 

ewark, announces the appointment of 
Ted Kaplan as sales director for Crosley 
electric washers and ironers, Eureka and 
Royal vacuum cleaners. 


True Thrift! 


@ Investing money is always a pretty gesture, but 
it is the staying qualities that make it count. 


There are a lot of finishes that look “pretty” at 
the start but have no staying quality. More and 
more housewives are realizing the truth of this. 
Their first reaction, on buying any appliance, is: 
“Yes, it looks pretty, but how long will it stay 
that way?” 


Everyone acknowledges the superiority of 
porcelain enamel. It is everyone’s standard of 
excellence—for beauty, durability, cleanliness, 
true economy. So regardless of what you are 
seliing: breakfast set, table top, refrigerator, 
washing machine, range, heater, oil burner, 
ironer, or whatnot—feature the porcelain enamel 
finish. Feature the finish that represents both 
thrifty buying—and thrifty selling. 


EDUCATIONAL BUREAU 
Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue e« Chicago 


_- SEND FOR FREE BOOK 


~ 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612.North Michigan Avenue, Chicago 


Send me a copy of your FREE book: "Sales Manual for Porcelain Enamel.” 


Name. 


Firm. 


Address 
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Alter. H Co.: Dealers throughout 
the country are receiving the new 
edition of a 96-page catalog listing 
refrigerator parts, air conditioning 
equipment, tools and_ supplies. 
No. 1. 


Anaconda Wire and Cable Co.: 
Has made available a handy wiring 
data book which includes insula- 
tion characteristics, tables showing 
specific wire and cable require- 
ments, etc. No. 2. 


Automatic Washer Co.: A new 
full color catalog giving complete 
specifications on the Automatic 
quality line of washers and ironers 
is just off the press. No. 3. 


Autovent Fan and Blower Co.: 
A complete loose leaf, file type 
catalog, containing valuable in- 
formation on fans, blowers and 
unit heaters is available upon 
request. No. 4. 


Bond Electric Corp.: An attractive 
basket type display container for 
holding Bond Mono-cell flashlight 
batteries on the counter where it’s 
easy to buy is now offered FREE 
to dealers purchasing only 48 
Mono-cell batteries. No. 5. 


Bonney Forge & Tool Works: 
Dealers will be interested in re- 
viewing the new Bonney Forge 
catalog number 36 showing a com- 
plete line of hand tools for all types 
of service work. No. 6. 


Brannon, Inc.: Envelope stuffers, 
broadsides and catalogs, all chock 
full of helpful selling points on the 
new “ZEPHYR” CORD.-O- 
MATIC and CORD-LESS- 
MATIC electric irons and HOT 
WATER MASTER electric tea 
kettle, are ready for dealer use. 
No. 7. 


Continental Motors Corp.: The 
value of Kleen-aire portable air 
conditioning units in the home is 
fully explained and illustrated in 
a new booklet which is now ready 
for dealer use. No. 8. 


DuPont de Nemours & Co., Inc., 
E. I: “Selling Made Easier by 
Dulux,” is the title of a new book- 
let that gives the dealer many sell- 
ing ideas and points, on the advan- 
tage of Dulux surface as an 
endurance finish. No. 9. 


Edison General Electric Appli- 
ance Co., Inc.: An announcement 
is in the mail of the new Hotpoint 
RA158 “Dinette” range. The in- 


MAN 


To get this valuable material, circle the key number on the coupon 
and we’ll pass on your request to the manufacturers — at NO 


COST TO YOU. 


teresting four-page folder giving 
features and helpful sales data, will 
be of great selling assistance to 
dealers. No. 10. 


Electric Units, Inc.: Catalog 
sheets including illustrations, fea- 
tures, specifications and unit dia- 
grams, on the complete line of 
Electric Units cookers, heaters and 
range burners. No. 11. 


Electromaster, Inc.: A new Elec- 
tromaster Water Heater broadside 
containing helpful information rel- 
ative to design and operating fea- 
tures is available. No. 12. 


Emerson Electric Mfg. Co.: The 
following new Emerson literature 
is available for dealer distribution: 
X-1120, Ceiling Fan catalog; 
X-1158, Air Circulator catalog; 
X-1164 Ventilating Fan folder; 
X-1163 Exhaust Fans. No. 13. 


General Electric Co. A large bro- 
chure announces the 1936 “New 
American” Demonstration Home 
Home Building Program, in com- 
plete detail. No. 14. 


Hurley Machine Co.: In a recent 
mailing broadside, of the testi- 
monial type, sent to dealers, Thor’s 
“gentle hand” washers receive the 
enthusiastic approval of dealers in 
all parts of the country. No. 15. 


Kawneer Co.: You are invited to 
write for an important 56 page 
book on store fronts. It includes 
hundreds of photographs showing 
what merchants have done with 
new Kawneer Rustless metal store 
fronts. No. 16. 


Kelvinator Corp.: Two booklets 
dealing with the “Scientific refrig- 
eration in relation to nutrition and 
health,” and “An economist’s ap- 
praisal of domestic electric refrig- 
eration,’ have been published 
by the Temperature Research 
Foundation of the Kelvinator 
Corp. for distribution. No. 17. 


Kliegl Bros.: One of the most com- 
plete and informative catalogs on 
illumination and lighting equip- 
ment for distribution, in conjunc- 
tion with the fortieth anniversary 
activities of Kliegl Bros. No. 18. 


Malleable Iron Range Co.: Three 
consumer booklets, “Join the 
throng of carefree home makers,” 
“For the bride without a past;” 
and “Wholesome meals prepared 
in the oven at one time,” are 
available for dealer distribution. 
No. 19. 


May Oil Burner Corp.: Has just 
made available, to its dealers, a 
novel and helpful sales promotion 
service. It consists of a folio of 
form letters covering May Prod- 
ucts. It’s-a sensational dealer help 
campaign that gives May dealers 
a great head start. No. 20. 


Mercoid Corp.: General Abridge 
catalog number 100-A, completely 
illustrates and describes the line of 
Mercoid automatic controls for 
heating, air conditioning and re- 
frigeration. No. 21. 


Miller Co.: A new hand book 
covering a preview of the latest 
line of residential lighting fixtures 
by Miller will be sent to any dealer 
desiring a copy. No. 22. 


Pass & Seymour, Inc.: Many 
new, modernly designed, ALA- 
BAX Porcelain Lighting Fixtures 
are illustrated and described in the 
new catalog AL-2 recently pub- 
lished for the trade. No. 23. 


Perfection Stove Co.: Dealers 
serving rural areas will find many 
helpful sales ideas in the booklet 
entitled “Ice From Oil Heat’ as 
it tells the story of Superfex oil 
burning refrigerator, from the 
woman angle. No. 24. 


Pittsburg Plate Glass Co.: “How 
Modern Store Fronts Work Profit 
Magic,” is the title of an interest- 
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ing and helpful book for merchants 
who are interested in making store 
fronts attractive. No. 25. 


Porcelain Products, Inc: <A 
worthwhile bulletin entitled “Dead 
Ending Material” dealing with in 
sulators, insulated clamps, brackets, 
etc., sent on request. No. 26. 


PREMIER DIV.: Electric Vac- 
uum Cleaner Co. A new and sen- 
sational Premier dealer profit shar- 
ing plan for increasing the sale of 
vacuum cleaners, is fully described 
and illustrated in two large size 
presentation books which are now 
being mailed to dealers. No. 27. 


Proctor & Schwartz Electric Co.: 
A new catalog sheet, on the Proc- 
tor Roaster-or-Grill unit, illus- 
trates and describes ten points of 
superiority with which to build 
customers’ satisfaction. No. 28. 


Railley Corp.: A new catalog fea- 
turing advancements in the famous 
line of “Pin-It-Up” electric lamps 
has come to our attention. No. 29. 


Servel, Inc.: A striking, giant size 
broadside features the sales pro- 
motion activities and dealer helps 
back of the new Kerosene Electro- 
lux Refrigerator and gives dealers 
an idea of how easy it is to sell this 
modern farm refrigerator. No. 30. 


Stokermatic Co.: A smart, easy to 
understand, bulletin tells of the 
outstanding advantages and econ- 
omies found in the new G-M 
“STOKERMATIC” automatic 
coal burners, for homes, stores and 
industrial plants. No. 31. 


Swartzbaugh Mfg. Co.: The story 
of Everhot Automatic Roasters 
and Baker convenience and profits, 
plus ten sales points, is told in a 
new broadside. No. 32. 


Trupar, Inc.: Are offering to deal- 
ers an interesting selling catalog 
covering specifications and installa- 
tion data on Trupar Pumps, water 
systems and softeners. No. 33. 


United States Electric Mfg. Corp.: 
Are offering a striking window 
streamer and colorful merchandis- 
ing display unit FREE with each 
deal of six USALITE “RED- 
HEADS” and 48 LOK-TOP 
batteries. No. 34. 


Westinghouse Electric & Manu- 
facturing Co. We have just re- 
cently reviewed a most attractive 
book entitled ‘“‘Westinghouse, Past, 
Present and Future.” The con- 
tents of this book pays tribute to 
this great institution in a most 
dramatic way. No. 35. 


RETURN COUPON 
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ENTRY INTO WASHER AND IRONER 
FIELD ANNOUNCED BY KELVINATOR 


McIntyre to Head New Department 
P. L. Miles Heads Range Division 


Derroir—Two new departments have 
been organized at Kelvinator Corporation 
is a result of the addition of an electric 
washer and an electric ironer to its line 
f household appliances, and the expecta- 
tion of accelerated activity in its electric 
range business, according to an announce- 
ment by H. W. Burritt, Vice President 
n charge of sales. 

The addition of the washer and the 
ironer in further completing Kelvinator’s 
line of household appliances, will also 
aid materially in balancing production and 
sales department schedules stated Mr. 
Burritt. There are an estimated 10 
million wired homes in the country with- 
out washing machines, and ironers have 
been placed in only 4.9% of approximately 
21,200,000 homes now using electricity. 

V. J. McIntyre, it is announced, will 
head the new department which will di- 
rect the merchandising of the washer 
and the ironer for the entire country. 
Production facilities are now being ar- 
ranged to have both products on the mar- 
ket early in 1937. Mr. MclIntyre’s 
promotion in this new executive position 
comes as a result of his outstanding 
ability in sales direction, which he has 
demonstrated in various capacities since 
his affiliation with Kelvinator in 1927, 
and particularly in the position of domes- 
tic sales manager during the past year. 

M. S. Bandoli has been appointed to 
the position left vacant by Mr. MclIn- 
tyre’s promotion. Mr. Bandoli will as- 
sume his new position of domestic sales 
manager with a background of experience 
accumulated in the actual selling field as 
district manager for Kelvinator in Texas. 

P. L. Miles, former sales manager of 
the Range Division for the Edison Gen- 
eral Electric Appliance Company, manu- 
facturers of the Hot Point Range, has 
been appointed to head the Kelvinator 
range department, it is announced. Mr. 
Miles is a familiar figure in the range 
industry, having been active in the busi- 
ness since 1909. Formation of the new 
department at Kelvinator to handle range 


P. L. Miles 


V. J. Mcintyre 


sales exclusively was necessitated by the 
Corporation’s enlarged volume of busi- 
ness, in that field since its entry into the 
industry in 1934. 

With electric range sales for the en- 
tire industry now exceeding the million 
mark, Kelvinator expects greatly in- 
creased activity in that field during the 
coming year. 


AVON OPENS EXCLUSIVE 
AIR CONDITIONING SHOW ROOM 


Philadelphia—The promotion of self- 
contained portable air-conditioning units 
no longer need be regarded as a side line 
in the opinion of W. W. Von Seldeneck, 
president of the Avon Corporation of 
Philadelphia, Corozone distributors. 

Avon was organized for the specific 
purpose of selling air-conditioning and 
devotes its entire energy to that one 
thing. Its quarters at 122 South 22nd 
Street, recently have been remodeled and 
enlarged and prospects are brought in, 
not to view a lot of mechanisms, but ac- 
tually to experience the results of the 
units that are unobtrusively placed as 


they would be in a drawing room or a 
smart salon. 

C. C. Leidy, Jr., vice-president and 
general sales manager, at present has 12 
retail salesmen working under the direc- 
tion of a sales manager. While Corozone 
is a year ‘round unit, the present demand 
is for cooling units and his men have 
been concentrating on that. Mr. Leidy 
believes cooling will be saleable all 
through August, but already he is per- 
fecting plans for the promotion of the 
humidifying, purifying and _ Ionizing 


equipment, which has its application in 
the fall, winter and spring seasons. 


Avon Corp.'s exclusive air-conditioning showroom 


ELECTRICAL MERCHANDISING—AUGUST, 1936 


NEWER 
BIGGER - BETTER! 


WPeaens. Write or wire at once for full details 
and discounts on this sensational, low priced power 
plant. It’s hot! The leader of them all — beautifull 

designed, precision built, practical, DEPENDable! Of- 
fers the biggest opportunity of the day for immediate 
profit. Hits a new, tremendous market — farms, camps, 
trailers, cruisers, outly- 


ing filling stations, ga- 
rages, etc. Perfect tie-up JOHNSON 
with farm radio sales. Iron Horse 
Backed by the great GENERATOR 
Johnson organization, 
Johnson dealer co-oper- 1. 50% to 
ation, nation wide John- 
son service, and John- 3. installation 
ee ighter wiring). 

son merchandising and 4. Permits longer lines. 
pte dee to over 5. Charges 12 volt or 6 volt bat- 

000,000 farmers. tery. 

6. Variable, controllable charging 
Go to town with this rate. 
lacking! And packed 
with dozens of E CLU- 9. Positive push-button starting. 
SIVE features which | come 
make it the ideal pow- Pact, powerful, smooth running 

gas engines — used on leading 

er plant _ ae? makes of farm washers, power- 
charging and lighting. mowers, pumpe, ete. 
Send at once for com- 


plete description! 


JOHNSON MOTOR CO. 


1810 PERSHING ROAD, WAUKEGAN, ILLINOIS 
CANADIAN JOHNSON MOTOR CO., LTD., PETERBORO, CANADA 


Builders of the famous Sea-Horse Outboard Motors — known ‘round the world 
for DEPENDability. 
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Review of New Products 


4 
— 
¢ 
WESTINGHOUSE 
Matched Laundry Equipment 
Westinghouse Electric & Mfg. Co., 
Mansfield, O 
Models: 5 washer models and 4 ironers 
styled to harmonize with each other in 
design and finish, making “matched” 


models in laundry equipment available. 
Description: Washer line consists of 1 
spinner and 4 wringer models; De Luxe 
washer RAP-93 has 9 lbs. dry clothes 
capacity; safety wringer equipped with 
4 self-adjusting coil springs to maintain 
even pressure full length of rolls; Handy 
Feeder on either side of wringer; slight 
touch of control lever starts, stops or 
reverses rolls; 2{ in. balloon-type rolls; 
white porcelain tub trimmed in black. 
Spinner-Dryer, BSP-83 washes, blues, 
rinses and damp dries; no exposed mov- 
ing parts; spinner basket revolves on 
frictionless bearings at 1000 r.p.m.; water 
discharge turret turns to any desired 
position; bearing in lid prevents “weav- 
ing of spinner cone; lid cannot be lifted 
while spinner is in operation; water dis- 
charged automatically from dryer, pearl 
and dark grey with black trim. 
Standard BBP-83 8 lb. capacity, equipped 


with automatic pressure wringer, auto- 
matic reversing drainboard; instant “sad- 
dle type” safety release; handy clothes 
feeder ; pearl and dark grey finish 


Special, BCP-63 equipped with automatic 


pressure wringer, “touch-bar” safety re- 
lease; handy clothes feeder; light pearl 
and dark grey finish 


Leader, BIDP-63 equipped with new type 
wringer, adjustable to 8 positions; high 
side drain board. 


All models equipped with new Westing- 
house Turbulator of Lynite with 4 upper 
and 4 lower wings and multiple ribs and 
pertorations to give smooth natural wash- 


ing action; + h.p. over size rubber 
mounted motor: precision enclosed mech- 
anism; no belts or pulleys; 1 piece 
chassis design: corrugated porcelain 
enameled tub. All models available with 
or without pump 

De luxe Adjust-o-matic console ironer 
FI-3 and Adjust-o-matic cabinet ironer 
GI-3 have outstanding features: di- 
vided heating elements controlled by 
separate thermostats, and a larger ironer 
shoe ; temperature range from 250 to 450° 
provides proper temperature for any 
fabric and proper heat for steaming or 
pressing ; 2 speeds 26 in. roll, 7 in. diam.; 
universal suspension gives automatic 
alignment; pressure automatically main- 
tained by 350 lb. pressure spring: 1/6 
h.p. motor totally enclosed; FI-3 knee or 
finger touch control levers: GI-3 oper- 


ated by knee lever. 
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Price: 


Models: 


Cabinet ironer HI-3, full open end; 26 in. 
roll; cabinet top can be used as work 
surface. 

Standard ironer AI-3, low priced model ; 
full open end; knee-control pressing 
device automatically brings shoe into 
operating position then starts roll; emer- 
gency release lever separates shoe from 
roll instantly and permits shoe to be set in 
horizontal position for steaming velvets, 


etc—Electrical Merchandising, August, 
1936. 


ROYAL Cleaner 


The P. A. Geier Co., Cleveland, O. 
Device: Royal “Handy-Pal” hand type 
cleaner for use in cottages, apartments 


and small homes. 

Description: Lightweight (8% Ibs. shipping 
weight of unit and tools) ; 2/10 h.p. uni- 
versal type motor; automatically lubri- 
cated bearings; easy emptying dust bag; 
24 ft. kinkless cord; may be adapted to 
clean floors, furniture, curtains, lamp- 
shades, etc. 

$19.95 including tools; sprayer and 

adapter optional at $2.50 additional. Elec- 

trical Merchandising, August, 1936. 


TELECHRON Clocks 


Warren Telechron Co., Ashland, Mass. 

“Embassy” and “Luxor.” 

Description: “Embassy,” French easel 
type; gold finished bezel; silver finished 
numeral band, black filled etched char- 
acters and relief mounted on satin gold 
background; 44 in. dial; 64 in. high, 5} 
in. deep. 
“Luxor” boudoir model; new “white” 
clear glass, mirror finish case ; chrom- 
ium metal dial with imitation ‘ ‘Cloisonne” 
finish; chromium bezel, black roman 
numerals; 64 in. high, 7% in wide; also 
available with blue glass case. 

Price: “Embassy” $6.75; “Luxor” $9.95.— 
Electrical Merchandising, August, 1936. 


Toastmaster Products Div., 


Models: 


Description: 


TOASTMASTER Toasters 


McGraw Elec- 
tric Co., Minne apolis, Minn. 

Newly designed fully automatic 
Toastmaster; Toastmaster “Junior”; 
and two new Hospitality trays. 

Moderne design etched on 
polished chromium; flexible toast-timer 
gives complete thermostatic control of 
toasting operation; “shock absorber” 
eliminates noise when toast pops up and 
reduces tension which required less pres- 
sure to set lever. 

New “Junior” 2-slice Toastmaster 
equipped with finger-tip control. 

Deluxe Hospitality Tray furnished in 
grained walnut or mahogany; 4 lap trays 
ior individual service large enough for 
cup, plate, silver and napkin match 


master tray in shape and finish; also 
equipped with 2 double-compartment 
white-china, appetizer dishes, knife and 
cutting board and a new, sturdier folding 
stand. 

Another Hospitality tray also available 
with fully automatic toaster is furnished 
in walnut only, with no lap trays,; 
equipped with 2 large double-compart- 
ment crystal appetizer dishes, cutting 
board and knife; uses same stand as De 
luxe tray 


Price: Toastmaster fully automatic toaster 


A. 
Description: 


with DeLuxe Hospitality Tray, $23.50; 
Toastmaster “Junior” $7.50; 1- slice fully 
automatic Toastmaster in last year’s styl- 
ing also available at new low price. 
Electrical Merchandising, August, 1936. 


GILBERT Mixer 


C. Gilbert Co., New Haven, Conn. 
Designed by Robert Heller, 
Inc., so that cord is carried through hol- 
low handle away from mechanism and 
ingredients; chrome plated stem, adjus- 
table beater may be raised, lowered or 
swung to any position within radius of 
bowl; turntable revolves when beater is 
moved to any position other than center. 


—Electrical Merchandising, August, 1936. 


AUGUST, 


MAYTAG Washers 


The Maytag Co., Newton, lowa 
Model: 18. 
Description: Green porcelain enamel tub 


curves in at top to form splash crown; 
convenient hanger for lid; new arrange- 
ment of gravity drain hose brings nozzle 
to floor preventing splashing—water may 
be run directly into floor drain keeping 
floor dry ; sediment trap under gyrat: ator: 
cone shaped tub bottom. Equipped with 
wringer made by Maytag with grey iron 
frame and new styled release bar that 
instantly separates roll 54 in. between 
centers; single lever control; nag 
automatic reversing drain board ; large, 
soft rolls. Delco 4 hp. motor: v-belt 
drive. Also available with motor driven 
water pump; and Model 19, which js 
same washer equipped with Maytag 
multi-motor gas engine.—Electrical Mer- 
chandising, August, 1936. 


HEXCEL Unit Heater 


Hexcel Radiator Co., Racine, Wis. 


Device: Unit heater with dual heat contro! 
suitable for garages, offices, waiting 
rooms, stores, etc. 


Description: Dual heat control—high heat 
6,000 watts, low heat 3,500 watts; all- 
copper core with cast top and bottom 
tanks with electric immersion type heat- 
ing elements enclosed in bottom tank; 
safety switch; 220 volt 60 cycle ac 
motor; quiet 10 in. fan; streamline de- 
sign; antique gold crackle lacquer finish 
—Electrical Merchandising, August, 193¢ 


G-E Ventilating Fans 
General Electric Co., Bridgeport, Conn. 


Models: 8 and 10 in. window ventilating 
fans. 
Description: Cream enamel finish with 


nickel trim; steel frame with adjustable 
sliding end panels; 8 in. fan adjustable 
from 23 to 36 in.; 10 in. fan adjustable 
from 25 to 36 in.; easily mounted; l- 
lows window to close; 8 in. fan, 325 
cu.ft. air delivery per min.; 10 in. ial 
500 cu.ft. per min.; rubber mounted, se!f- 
aligning ball-seat G. E. motor.—Electrica! 
Merchandising, August, 1936. 
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DISING 


LESS 


WOOD WORKING MACHINES 


—that’s why you’li make 
BIGGER PROFIT! 


HAT it takes to satisfy cus- 

tomers and bring ’em back 
for more, you get in Goodyear 
Fractional Horsepower Endless 


Cord V Belts. 


V Belt users want quiet, trouble- 
free, non-slipping operation — 
and Goodyears are the most 
nearly stretchless V belts made! 


They want long life — and hun- 
dreds of tests prove that Good- 
year V Belts last up to twice as 
long as others! 


WEAR 


They want service — 


and the Goodyear 


Elostic Envelope tokes the weor 
. transmits load to the heavy 


line includes ready- cord section . protects carcass 


GET THIS 


to-apply sizes for all 
makes and models 
of V-belt-driven ap- 
pliances. 


Truly Endless Cord 


Reinforced compression 
section 


Construction 


High tension section 


SALES BOOSTER 


—wall display rack, supplied with 
each of Goodyear’s three standard 
cond assortments containing 27 belts in 
carrying section most popular sizes. Sturdy ali-metal 
in nevirel plone construction, attractively finished in 
yellow, blue and chromium. 


You can see the reason for Goodyear V 
Belt’s superior performance in the adjoin- 
ing diagram. Note how the load-carrying 
endless cords are located at the point 
where there is the least distortion in flexing 
—a Goodyear-originated construction that 
eliminates the internal friction found in 
multiple-ply belts, and minimizes stretch. 


Get a bigger share of this profitable belt 
business with service-proved Goodyear 
Belts and the sales-making display rack 
supplied with our popular assortments. For 
full information, write Goodyear, Akron, 
Ohio, or Los Angeles, California — OR 
THE NEAREST GOODYEAR MECHANICAL 


GOODS DISTRIBUTOR. 


FRACTIONAL HORSEPOWER ENDLESS CORD V BELTS 
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Review of New 


ANCHOR-ARCO Kolstoker-Boiler 
Unit 

Anchor Stove & Range Co., New AIl- 

bany, Ind., and The American Radia- 
tor Co., New York City 

Device: Complete automatic heating 
plant with functions of Anchor Kol- 
stoker and Arco Boiler coordinated 
for maximum efficiency in feeding and 
burning coal and the conversion of 
heat energy into steam or hot water 
heat; complete unit is finished in 
bright red and black.—Electrical Mer- 
chandising, August, 1936 


HORTON 
lroners 


Horton Mfg. Co., Fort Wayne, Ind. 
Models: No. 51S, 51, 253, 252, 52, 53. 
Description: De Luxe ironer No. 53 en- 
tirely enclosed in cabinet with porce- 
lain enamel table top and hinged to 
open easily and swing backward and 
downward so heat is not reflected in 
face of operator; 26 in. roll; press- 
ing control; double heating elements 


automatically 


ate thermostats; adjustable knee 
lever control; individual switches 
for controlling heat and motor; pilot 
light indicates when heat is on 
Model 52 mounted on metal stand 


with drop leat 
controlled by ki 
button ; 
pressing knob. 

features without 


end; automatically 
ice 
switch for controlling heat; 
Model 252 has all 

cabinet top—full 


open end; pilot 


controlled by 2 separ- 


lever or hand 


light; individual 


Models: 


Prices: 


switches; adjustable knee lever or 
hand button; 2 
253, same as 252 with addition of 
convenient combination hamper- 
cover with gray woven fibre and 
pearl-pyralin top; hamper lifts off 
easily. No. 51S no automatic fea- 
tures; hand lever operated. No. 51 
wringer post model. — Electrical 
Merchandising, August, 1936. 


PENNWOOD Clocks 


The Pennwood Co., 7525 Kensington St., 
Pittsburgh, Pa. 


Fortuna, Diana, 
Minerva, Adonis, 
Lyra, Iris. 


Apollo, Juno, 
Hesperus, Vesta, 


Descriptions: All models self-starting, 


110-volt a.c.; Fortuna streamlined 
mantle clock of Myrtle Burl Walnut, 
22 in. wide, 4} in. high. 

Diana, hand wrought case of bronze 
finished with new mottled effect anc 
trimmed with applique of brass. 
Apollo, Dual-tone-bronze with brass 
trim; suitable for man’s den. 

Juno, combination lamp and clock fol- 
lowing the Diana design. 

Minerva, Adonis, Hesperus, combina- 
tion clock and desk sets of hand- 
wrought bronze 

Vesta and Lyra, combination clock and 
desk sets with leather cases. 

Iris, saddle brown leather case with 
gold line trim. 

Desk sets equipped with Parker Vacu- 
matic pen and pencil sets or Parker 
Challenger pens. 

Fortuna, $24.50; Diana, $42.50; 
Apollo, $35; Juno, $75; Minerva, $55; 
Adonis, $50; Hesperus, $24.50; Vesta, 
$55; Lyra, $50; Iris, 5 : 
trical Merchandising, August, 1936. 


thermostats. No. 


Price: $3.95.—Electrical 


Model: 


/ 


SAMSON 
Autofan 


Samson-United Corp., Rochester, N.Y. 
Device: 
Description: 


6-volt Autofan. 

Defrosts in winter, re- 
moves steam in spring, cools in sum- 
mer; moulded rubber blades; no 
wire guard; delivers greater volume 
of air and covers more windshield 
surface than other auto fans, the 
manufacturer claims; easily installed 
on steering column, header board or 
corner post; powered by Delco 
motor, takes less battery draw than 
ordinary auto radio. 

Merchandis- 
ing, August, 1936. 


G-E Air Conditioner 
General Electric Co., Bloomfield, N. J. 


FC-2 cools, dehumidifies, ven- 
tilates and filters air in average sized 
room without requiring special plumb- 
ing or electrical installation. 


Description: Equipped with 3 small | 
metically sealed units, quiet in oj 
ation, which are started automatica 
one after the other, to avoid over! 
on ordinary lighting circuit; this s) 
tem makes it possible to plug mach 
in any light socket; only installati 
necessary is a telescopic duct conn 
tion to be placed in partly opened 
window, this duct introduces fresh air 
for ventilation and a supply of 
for cooling air-cooled condensers and 
removing heat and moisture from 
room; modern, walnut veneered solid 
wood cabinet.—Electrical Merchandis- 
ing, August, 1936. 


SHAK-RITE 
Drink Mixer 


Walter Watling, Inc., 867 N. Sangamo 
Chicago, Ill. 

Device: Automatic cocktail shaker. 

Description: Graduated mixing glass 
with straight edge to insure tight fit 
with chromium shaker cup which 
is fitted over glass; both are placed 
on rocking arm of machine; self- 
adjusting pressure holds shaker cup 
firmly over glass during mixing; 
2 direct shaking motions—rocker 
arm movement and horizontal slide 
or whirl which throws liquid and 
ice from one end to other and around 
in circular motion; automatic time 
control can be set to stop machine 
at any point from 3 seconds to 
3 min.; rheostat controls speed ac- 
caer to type of drink being mixed: 
black enamel base; chromium plated 
trim; occupies 7x14 in. space; 
weighs 24 -han- 
dising, August, 1936. 
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Device: 


Description 


WESTINGHOUSE Matched Appliances 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


New line of matched heating 
appliances consisting of 3 percola- 
tors, an urn set, a sandwich grill 
set, 2 sandwich grills, 2 waffle irons, 
toaster and toaster tray set, styled 
by Don Lee Hadley to harmonize 
with either period or modern table 
service. 

Percolators, PTC-44, 
PTC-54 and PTC-74, 4, 6 and 8 cup 
capacities; cold water type pump; 
410 watts; a. c. or d.c.; § -4 
DeLuxe and STC-14 sandwich grills 
equipped with lighter aluminum 
grids with spacings arranged to pre- 
vent mashing of sandwiches; re- 
movable grids which can be replaced 
with waffle grids available at slight 
additional cost; double grease 
drains; 115 volts, 660 watts; De- 
Luxe grill features Westinghouse 
monogram; Sandwich grill _ set, 
SRC-4 consists of DeLuxe sandwich 
grill, an 18x30 walnut tray, 6 crystal 
sandwich plates, 2 relish dishes, 


Prices: 


maple wood cutting board and stain- 
less steel knife; Sentinel adjusto- 
matic WSA-14 and WS-14 waffle 
irons equipped with Westinghouse 
monogram disc; pre-treated grids 
74 in. diam.; 115 volts, 600 watts. 
Sentinel equipped with adjustable 
temperature for baking waffles light, 
medium or dark; lighted indicator; 
WS-14 equipped with visible indi- 
cator; TTC-124 2-slice toaster, 500 
watts, a. c. or d. c.; TRS-24 toaster 
tray set consists of toaster, walnut 
tray 11x18 in. and 2 crystal relish 
dishes. All appliances chrome finish 
with natural finish Walnut handles. 
Percolators: PTC-44, $5.95; 
PTC-54, $6.95; PTC-74, $9.95; 
PSC-384 urn set, $17.95. Sandwich 
grills: DeLuxe STC-4, $9.95; STC- 
14, $6.95. Sandwich grill _ set, 
$17.95. Waffle Irons: WSA-14, 
$9.95; WS-14, $6.95. Toaster, $3.95. 
Toaster tray set, $5.95.—Electrical 
Merchandising, August, 1936. 
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in ARVIN Portable 


Fan-Forced Electric Heaters 


@ Two fine heaters with fan- 
forced circulation which pro- 
vides the extra warmth and 
comfort so often needed in every 
home. They’re portable . . . and 
their instant appeal means extra 
profits for you! A five-year record 
proves Arvins are fast-selling and 
profitable. Order from your job- 
ber and be ready to profit. 


pr 


Back View No. 200 


cer. 
glass 
sht fit 
which 
placed 
self- 
r cup 
ixing ; 
rocker 
slide 
i and 
round 
time 
achine 
STURDY CONSTRUCTION 
nixed : n Fan motor is induction type. No 
plated radio interference. Needs no atten- 
space ; tion except few drops of oil two or 
rchan- three times a year. Fan draws air in 
through louvres in back, past ni- 
chrome helical type heating coil, out 
through front chromium grill. Oper- 
ates on 110-125 volt AC, 50-60 cycles. 
Heavy gauge steel cabinet with per- 
manent green morocco finish. Ap- 
proved by Good Housekeeping Insti- 
tute and Underwriters’ Laboratories. 


ARVIN 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Indiana 
Please Send full information on Arvin Fan-Forced Electric Heaters. lama( ) Jobber (  ) Dealer. 


FANS WARM AIR 


COLO AIR ENTERS 


Pus Nome. 


PLEASE PRINT PLAINLY 
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ABC Farm Washer 
Altorfer Bros Cé., Peoria, Til. 
Model 136 G 


Description Equipped with Johnson 
Iron Horse 4-cycle 2% h.p., air-cooled 
gasoline engine; new mono-base gas 
engine mounting makes it possible to 
easily remove entire gas engine base 
assembly if a change to an electric 
motor is ever desired; porcelain 
enamel tub with 4 sets of clothes flex- 
ers embossed in sidewalls; 8 lb. capac- 
ity; ABC French type agitator; ABC 
patented heavy duty wringer with 
touch release and ABC finger touch 
clothes feeder on either side of 
wringer; l-piece girder type all steel 
chassis. — Electrical Merchandising 
August, 1936. 


G-E Range 
General Electric Co., Nela Park, 
Cleveland, O. 

Model “The Mate” apartment house 
range 

Sise: 204% in. wide, 24s: in. deep; 36 
in. to cooking top; overall height 394 
in. including 3 in. back splasher. 

Description: 3 Hi-Speed Calrod units: 
l-piece porcelain enamel cooking top 
and back splasher; full size oven with 
new design 3,000 watt open coil unit, 
and 2 sliding shelves, hydraulic type 
oven temperature control, porcelain 
enamel broiler pan with wire rack; 
oven vents provided in front of back 
splasher to prevent discoloration of 
walls; base type range with standard 
toe space may be installed with sides 
flush against adjacent metal cabinets.— 
Electrical Merchandising, August, 
1936. 


WESTINGHOUSE Mixer 


Hestinghouse Electric & Mfg. Co. 
Mansfield, O. 
Model: FP-3 food crafter. 
Description: Mixes, grinds, chops, 
beats; attachments attach direct to 
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Device: 


motor unit, eliminating necessity of 
separate power stand; § hp. air- 
cooled motor mixes heavy mixtures: 
juicer attached to power take-off; 
juices oranges at low speed; beaters 
attach and detach easily; attach- 
ments include juicer with glass 
bowl, porcelain reamer and aluminum 
strainer; slicer and shredder con- 
sisting of 2 cones; food grinder 
with 3 knives—fine, medium and 
coarse; 2 china bowls—small bowl 
fits into special recess in base, does 
not revolve; turntable for large 
bowl operates on ball bearings; 
Dulux white finish with black trim. 
Price: $24.95; attachments available 
for slight additional cost.—Electrical 
Merchandising, August, 1936 


UNIVERSAL Toaster 


Landers, Frary & Clark, New 
Britam, Conn. 

Device: Automatic toaster E7822. 

Description: Toasts 2 slices, both 
sides at once; selective Toast- 
Minder controls degree of brown- 
ness and removes toast from toaster 
automatically the moment it is 
ready; chrome plated with black 
Bakelite handles and feet; push 
button switch. 

Price: $14.95; No. E87822 tray en- 
semble set complete including above 
toaster, walnut tray, 5 compartment 
clear crystal dish, walnut cutting 
block, stainless steel knife, $21.95. 

—Electrical Merchandising, August, 
1936. 


MODINE Room Cooler 
Modine Mfg. Co., Racine, Wis. 


Cold water type suspended unit 
co ler lor store, office, barber shop, 
recreation room use, 


Description: Equipped with motor and 


fan which draws room air through 
unit and returns it cooled and fresh- 
ened; vertical fins and specially insu- 
lated drain tank make a moisture elim- 
inator unnecessary; tap or well water, 
water pre-cooled by ice or mechanical 
refrigeration, alcohol, glycerine or 
other non-corrosive brines may be used 
as cooling medium; unit can be turned 
in any direction without changing ex- 
isting pipe connections; during heating 
season hot water or low pressure steam 
may be circulated through unit with 
equally satisfactory results ——Electrical 
Merchandising, August, 1936. 


Description: 


Device: 


G.-E. HOTPOINT 
Coffee Maker 


General Electric Co., Appliance & 


Mdse. Dept., Bridyeport, Conn. 

Model: Mohawk. 

Pyrex bowls; china 
drainer; large mouthed lower bowl 
for easy cleaning; black Textolite 
lifting handle; molded-plastic coffee 
measure; 6 or 8 cup capacities; 
chrome plated; stove contains glow- 
coil element. 


Price: $4.95.—Electrical Mere handis- 


ing, August, 1936. 


BAKER Fan 
Ira E. Baker Co., Cleveland, O. 


Fan and odor disseminator. 


Description: Blades and motor enclosed 


in wooden cabinet equipped with 
brackets to hold bottles of perfume or 
deodorant which is disseminated into 
air-stream through Vacutop closures 
produced by Double Duty Products 
Co., Cleveland, O. 6 odors available 

-flower perfumes, a balsam odor and 
an “ozone odor ;” hinged doors in back 
of cabinet make it possible to use cabi- 
net in winter without draft by closing 
doors; 8 or 10 in. fans; 110 volt a.c. or 
d.c.; several cabinet styles available; 
weighs 8} lb. complete with dissemina- 
tor bottles. 


Price: $13.50; Refill bottles available at 


50c.—Electrical Merchandising, Au- 
gust, 1936. 
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ELECTRIC UNITS Hotplates 


Electric Units, Inc., 1121 Penobscot 
Bldg., Detroit, Mich. 

Device: Highboy and Lowboy 2 
burner hotplates. 

Description: Both models, cast iron 
top 15 x 27 in.; 3-heat switches; 
available with 1320, 1750, 2000, watt 
burners in porcelain enamel or air 
dry black. Highboy 25 in. high; 
Lowboy 9 in. high. 

Price: Highboy from $23.50 to $32.50; 
Lowboy from $22 to $29.50.—Elec- 
trical Merchandising, August, 1936. 


HORTON 
Washers 


Horton Mfg. Co., Fort Wayne, | 
Models: 100, 80, 70, 60, 50, 90. 


Description: Model 100 equipped w 


8-sided cabinet in light grey w 
black and chrome trim; 23 in. tu); 
3-wing agitator with full length 
vane; floodlight illuminates inter: 
of tub; time switch provides aut 
matic control of washing perio; 
deluxe wringer with balloon ro! 
Horton bar type push-pull  safet 
release; Horton jewelled mechanism ; 
drain hose; power-driven drain 
pump available at slight additional 


cost. Nos. 80 and 70 streamlined 
with full skirt concealing mechan- 
ism; No. 80, corrugated tub large 
3-wing aluminum agitator; push- 
pull bar release wringer; No. 60, 
full size corrugated tub gray porce 
lain with white mottling; pressure 
cleansing wringer with convenient 
bar release. No. 50, 23 in. porce 
lain tub, grey with white mottling ; 
4-wing agitator; pressure cleansing 
wringer with safety lever 
No. 90 equipped with Briggs & 
Stratton 4-cycle gasoline engine 
having separate tank for gasoline: 
convenient pedal starter; full size 
corrugated tub; pressure cleansing 
wringer.—Electrical Merchendisiny, 
August, 1936. 


KADETTE Radios 


International Radio Corp., Ann Arbor, 


Mich. 
Vodels: 23 new models from a $1", 


compact to 8-tube consoles comprise 
Kadette 1937 line. 


Description: Line includes 2 battery 


models—No. 400 and No. 500—4 and 
5 tubes respectively with 2 tuning 
bands; 68 in. Perm-O-Flux dynamic 
speakers; walnut cabinets. 

Kadette Jewel ac-dc compact with tun- 
ing range from 180 to 555 meters, 
available in Bakelite, walnut, ivory or 
Chinese red case. 

Kadette 66-X and 86, 6-tube, a.c.-d 
sets, 2-bands; full 5 in. dynamic speak- 
ers, Model 86 equipped with illun 
nated protected dial calibrated for ea 
range. Kadette 87, 7-tube, a.c.-d.c. w 
dual range; 6 in. dyamic speaker. 
Kadette 76, 6-tube a.c.-d.c.; stand 
broadcast and top police bands tun! ¢ 
range; 5 in. dynamic speaker. 


Prices: Model 400, $29.95; 500, $32.5 


66X, $19.95 ; 86, $22.50; 87, $29.95; 
$14.95.—Electrical Merchandising. 
gust, 1936. 
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Women said: “This is the 
finish we’ve wanted. And 
this is the refrigerator 
we'll buy.” 


Dealers demanded: “Give 
us DULUX-finished boxes 
because the advantages of 
this DULUX finish make 
strong selling points for 
any refrigerator.” 


Manufacturers decided: 
We'll use DULUX on our 
household refrigerators 
because it has everything 
women want and the 
things dealers can sell.” 


And long before that, 


for refrigerators. 


du Pont chemists proved: 
This new chemical devel- 4 
opment— DULUX — makes 

the ideal modern finish “| is 
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EAD from top to bottom . . . or from bottom up—all 
four groups arrive at the same conclusion—DULUX 
FOR REFRIGERATORS. 

Confirmation of their judgment lies in the fact that 
today more than 2,000,000 household refrigerators have 
been finished, sold and bought with a DULUX finish 
on them. 

DULUX, as one of the outstanding developments of 
all time in organic finishes, has the best qualities of 
previously known finishes, plus others that belong to 
it alone. 

There’s BEAUTY. A startling white. ‘ 

There’s LASTING BEAUTY. The white stays white. 
It keeps its brilliance and gloss. Dirt does not cling. 
Finger marks do not disfigure it. 

There’s REMARKABLE DURABILITY. Against 
household oils, greases, and acids. Against scratching 
and marring. Against damage from moisture. All of 
which means that maintenance and refinishing costs 
have vanished. 

BEAUTY—DURABILITY—ECONOMY...sell them 
all through DULUX and speed the sale of refrigerators. 

In a booklet, “Selling Made Easier by DULUX,” 
there are many facts for salesmen. Send for all the FREE 
copies you need. Address E. 1. du Pont de Nemours & 


Co., Inc., Finishes Division, Wilmington, Delaware. 


REG. 5. PaT.OFF 


DULUX 


REG. U. S. PAT. OFF. 


for refrigerators 
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Repairing Repulsion-Induction 
Motors 


By Walter G. Christie 


Repulsion - induction refrigeration 
motors may be successfully repaired in 
the small shop. The equipment re- 
quired is neither elaborate nor expen- 
sive and the average motor can be re- 
paired in less than an hour. 

Because the brushes on a r.i. motor 
only ride on the commutator during 
the starting period, the commutator 
seldom has to be turned down in a 
lathe. It can be rubbed with fine sand- 
paper until it is smooth and clean. 
However, the armature must be re- 
volved in some sort of a jig in order 
to thoroughly clean out the part of 
the commutator which makes contact 
with the short circuiting device (neck- 
lace). A simple jig is shown in fig. 1. 


Flywheel be/ted to drive moror 


afferent armature lengths 


Fig. |—Wooden jig used for scrap- 
ing necklace-slot of repulsion-induc- 
tion motors 


For occasional use, this jig will be 
ample. However, for production work 
a lathe should be used. 

Tools 


A pair of bearing punches for each 
size bearing is another necessity. One 
punch is used to drive out the old 
bearing, the other to drive in the new 
bearing. These punches should be 
made on a lathe, out of soft steel. Any 
machinist will make them for a few 
cents. The dimensions for the punches 


Fig. 2—Suggested punch dimensions 


for 1/5, 1/6, %4 and % hp. motors 
are given in fig. 2. 

A set of expansion reamers is re- 
quired in order to repair all sizes of 
motors. However, 1/6 and 1/5 hp. 
motors are most common today so 
that a simple 19/32"-21/32” expan- 
sion reamer will suffice. Later a 
21/32"-23/32” and a 23/32”-25/32” 
should be, bought so that 44 and % 
hp. motors may be effectively repaired. 
Reamers cost about $4.00 each. 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Epiror, Electrical Merchandising 
330 West 42nd St., New York City 


Fig. 3—Oil thrower pullers for 
"Delco" motors 


In order to repair “Delco” r.i. mo- 
tors, two oil thrower-pullers are re- 
quired, one for old style, one for new 
style motors. These can be made up at 
the same time as the punches. The 
necessary instructions are given in fig. 
3. The oil throwers should never be 
removed with a hammer and chisel 
because the chisel spoils the oil 
thrower and the hammer bends the 
shaft. 

Breaking Down 

When breaking down a motor, 
keep the pulley end of the motor to 
the right, with the lead wires facing 
you. Use the same position when as- 
sembling the motor. This eliminates 
the necessity of marking each part as 
the motor is disassembled and the pos- 
sibility of assembling the motor with 
the armature reversed. 

Remove the four through-bolts and 
tap off the end covers. Place the end 
cover from the shaft end of the motor 
“front-up” on the bench to form a 


shaft end of the armature in the end 
cover. See fig. 4. Now take the oil 
thrower-puller and run out the three 
set screws and the drive screw, place 
the puller over the oil thrower and 
run in the set screws firmly yet not 
tightly. Then “walk-off” the oil 
thrower by tightening the drive screw. 
Next remove the spring and brush- 
holder. Be careful not to loose the 
spring retainer which fits inside the 
brush-holder. Turn the armature up- 
side down and gently bump the shaft 
on the bench. The necklace, the neck- 
lace-collar and the pins should drop 
out, 

Place the armature in the jig, slip 
an old flywheel over the pulley end of 
the shaft and put the drive belt in 
place. Start the motor and sand the 
commutator with No. 0. Now, scrape 
the necklace slot with a scraper made 
from a three-cornered file that has 


&rd cover 


Fig. 4—Using end-cover as repair 
stand 
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been ground on an emery wheel to 
make a three-edged scraper. Apply the 
scraper while the armature is revolvy- 
ing, until the necklace slot is bright 
and clean. Frequently there is a deep 
groove in the slot where the sparking 
necklace has burned away the copper. 
This groove must be removed to in- 
sure trouble-free service. Long expe- 
rience has shown that unless the 
necklace slot is flat, bright and clean, 
the motor will not give a year’s ser- 
vice. 
Common Troubles 

Often times a motor is brought in 
as a major repair, because the commu- 
tator is badly blackened and because 
the solder has run out of the armature 
slots. These symptoms are often mis- 
leading. The armature winding may 
be all right. In order to determine 
whether a motor is a major or a 
minor repair, remove the armature 
and try to force a screwdriver through 
the fibre wedges which force the 
windings into the armature slots. (See 


Armature slots covered by fiber weages 


Fig. 5—When armature needs re- 
winding, fibre wedges will break un- 
der pressure of a screwdriver 


fig. 5). If these fibre wedges are 
charred and if they break under the 
pressure of the screw-driver, the arma- 
ture should be rewound. Often times 
a motor will operate in this condition 
after a minor repair has been effected 
but experience has shown that a 
charred armature should be rewound. 

In order to repair a motor which 
has “thrown its solder,” a lathe is es- 
sential. Disassemble the armature and 
set it up in the lathe. Take a light cut 
off the edge of the commutator. Com- 
mutators are seldom centered on the 
shaft, hence the edge of the commu- 
tators cannot be cleaned unless a deep 
cut is made. Stop the lathe and re- 
volve the armature by hand until a 
dirty spot is on top. Then file the 
dirty spot until the copper is clean. 
Start the lathe, sandpaper the edge of 
the commutator and about 1” of its 
face so that solder will stick to the 
edge and to the 14” of the face. Re- 
move the armature and place it 
in the box shown in fig. 6. Coat the 
edge and the 4” strip of the fac« 
with solder-flux and apply solder t 
the edge, using either a “Presto-lite’ 
torch or a heavy, hot soldering cop- 
per. Apply heat until the solder runs 
out the slots in the face of the com 
mutator. 

After all the are full 
solder stand the armature upright ir 
its end bell and fill in all the slot 


slots 
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Garage 


‘CROWNED WITH 


ONEL METAL- 


The Westinghouse “Emperor,” 
now available with Monel Metal 


top. 


Will that audience be on YOUR sales floor? 


H™ S one more fine range now topped with Monel Metal 
the Westinghouse “Emperor.” 

Make no mistake . . . the women—and some men too—who 
pass your doors each day are anxious to see this range. They've 
been told about it through Westinghouse advertising. They know 
what the name “Westinghouse” means on a range. 

They know too, how much a Monel Metal top adds to any 
range. 

Few names are more widely known than Monel Metal. Not 
simply because Inco’s effective advertising reaches thousands of 
discriminating readers each month. But because this advertising 
serves to KEEP ALIVE IN THEIR MINDS what women already 
know. 

And here’s what any woman knows, who has a friend with 
Monel Metal work tops in her kitchen: That Monel Metal does 
not rust. That it resists corrosion. That hot pans do not harm or 


\ Monel Metal is a registered trade-mark applied to an alloy containing approxi- 
feats mately two-thirds Nickel and one-third copper. Monel Metal is mined, smelted, 
refined, rolled and marketed solely by International Nickel. 
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blacken, nor do heavy kettles chip its smooth, silver-like surface. 

And don’t forget . . . women have admired the silvery sheen 
of Monel Metal on range tops in the kitchen of nearly every 
model home they've seen in the last two years. They've learned 
to think of Monel as the standard for their ideal kitchen . . . 
show them how easily they can have it in their own kitchen. 

Makers like Westinghouse put Monel Metal on their ranges 
to make them easier FOR YOU to sell. The favorable interest 
Inco advertising creates makes it easier FOR YOU to sell Monel 
Metal-topped ranges. 

Cash in on all this momentum. The way to profits is: Make 
sure that YOUR CUSTOMERS see a wide selection of Monel 
Metal-topped ranges on your sales floor. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


MONEL METAL 
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THE 1936 


NATIONAL ELECTRICAL 


and 


RADIO EXPOSITION 


Grand Central Palace, 
New York..September 
9th to 19th inclusive 


ONFIDENT that present markets are unusually 


receptive and offer more than ordinary sales opportu- 


nities, the country’s leading electrical and radio manu- 


facturers, distributors 


and 


service organizations are 


cooperating in a mammoth presentation of their products 
and services to the vast Metropolitan New York Public 
in “An Exposition Created by the Industry, For the 
Industry, and the Public it Serves.” 


The Electrical Association of New York, Inc., sponsors. 


take pleasure in presenting the following list of the 


exhibitors: 


RADIO 


Ansley Radio Corp. 

Atwater Kent Mfg. Co. 

Continental Motors Corp. (Speaker Div.) 
Crosley Radio Corp. 

Emerson Radio & Phono. Corp 

Fada Radio and Electric Co 
Fairbanks, Morse & Co 

General Electric Co. 

Halson Radio Mfg. Corp 

Pierce Airo, Inc. 

Pilet Radio Corp 

Manufacturing Co., Inc 

Radiobar Company of America, The 
Radio Lamp Co., Inc 
Sparks-Withington Co 

Stewar!-Warner Corp 

Stromberg-Carlson Telephone Mfg. Co 


United American Bosch Corp 


Westinghouse Electric Sy. Co., Ine 
Zenith Radio Corp 
RANGES 


Kex Cole, Inc 


General Electric Co. (Hotpoint) 


(General Electric) 


Kelvinator Corp. 

Landers, Frary & Clark 
Lindemann & Hoverson Co., A. J 
Norge Corp. 

Westinghouse Elec. & Mfg. Co 


REFRIGERATION 


Apex Rotarex Corp. 
Rex Cole, Ine. (General Electric) 
Crosley Radio Corp 
Fairbanks, Morse & Co 
Frigidaire Corp. 
General Electric Co. (Hotpoint) 
Kelvinator Corp. 

Norge Corp 

Sears, Roebuck and Co. 
Sparks-Withington Co 
Stewart-Warner Corp 
Westinghouse Elec. & Mfg. Co 


VACUUM CLEANERS 


Apex Rotarex Corp. 

Eureka Vacuum Cleaner Co., Inc 

General Electric Co 

The Hoover Company 

Premier Division, Electric Vacuum Cleaner Co 
Singer Sewing Machine Co., Inc 


Westinghouse Elec. & Mfg. Co. 


OIL HEAT & AIR 
CONDITIONING 


Continental Motors Corp. 
Frigidaire Corp. 

Kelvinator Corp. 

Norge Corp. 

Westinghouse Elec. & Mfg. Co. 


MISCELLANEOUS 


Bronx Gas and Electric Company 

Brooklyn Edison Company, Ine. 

Bruno-New York, Inc. (RCA Mfg. Co., Ine.) 
(Fairbanks, Moree & Co.) 

Bushwick-MePhilben Corp. (Sparks-Withington 
Ce.) 

Electrical Testing Laboratories 

Grolier Society of London, Inc. 

The International Nickel Co., Inc. 

F. B. Latham & Company (Hurley Machine 
Co.) (Landers, Frary & Clark) 

R. H. MeMann, Inc. (United American Bosch 
Corp.) 

The New York Edi-on Company, Inc. 

New York and Queens 
Power Company 


Electric Light and 


T mes Appliance Co., Inc. (Westinghouse Elec. 


& Mfg. Co.) 
Warren-Norge Company, Inc. (Norge Corp.) 


Whole-ale Radio Equipment Co., Inc. (Stew- 
art-Warner Corp.) 


F. A. Wildermuth (Kelvinator Corp.) 


LAUNDRY EQUIPMENT 


Apex Rotarex Corp. 

Crosley Radio Corp. 
Fairbanks, Morse & Co 

General Electric Co. 

Hurley Machine Co. 

Norge Corp. 

Westinghouse Elec. & Mfg. Co. 


DOMESTIC APPLIANCES 


Rex Cole, Inc. (General Electric Toastmaster) 
The Fay Company 

General Electric Co. 

General Electric Sy. Corp. 

MeGraw Electric Co., Waters-Genter Div. 
National Enameling & Stamping Co. 
Proctor & Schwariz Electric Co. 

Silex Company, The 

Singer Sewing Machine Co., Inc. 

Warren Telechron Company 
Westinghouse Elec. & Mfg. Co. 

White Sewing Machine Company 
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Assembly 

Before assembling the armature, it 
should be tested for short circuits due 
to pieces of solder. To do this, place 
the armature inside the field and ap- 
ply power to the field. Now try to 
turn the armature by hand. If the 
armature can be turned one revolu- 


| tion without it sticking in places the 


armature is O.K. However if it does 
stick in certain spots, it is short cir- 
cuited and must be repaired before it 
is fit for service. Look for small 
pieces of solder which short-circuit 
one commutator bar to another either 
on the edge, on the face of the com- 
mutator or in the necklace slot. 

If the armature tests o.k., wash the 


| fields and end covers in a solution of 


and_carbon-tetrachloride. 
move the armature and place it in the 
box shown in fig. 6. Coat the edge 
and the 1%" strip of the face with 
solder-flux and apply solder to the 
edge, using either a ‘Presto-lite” 


kerosene 


torch or a heavy, hot soldering cop- | 


per. Apply heat until the solder runs 
out the slots in the face of the com- 
mutator. 


After all the slots are full of solder 
stand the armature upright in its end 
bell and fill in all the slots on the face 
of the commutator. Now when a cut 
is taken across the face of the commu- 
tator the solder fills the slots right up 
to the face. If the solder is not 
dropped onto the face of the commu- 
tator, the commutator may appear to 
need soldering after the job is assem- 
bled. Set the armature up in the lathe 
and take a cut across the face and 
also across the edge. File off any 
solder which remains on the edge 
after the cut has been taken and 
scrape out the necklace slot. Now 


thoroughly clean out the necklace slot, | 
Blow out the excess solution with an | 


air line or a bicycle pump. 


“Wecklace 


spring “Brush holder ‘Iron armature core 


Fig. 6—Assembly of r-l. motor arm. 
When motor starts, weights fly out 
straight due to centrifugal force and 
force pins through armature, pushing 
necklace collar toward commutator. 
Necklace collar forces brush holder 
away from commutator and at same 
time, the necklace short circuits the 
commutator. When motor stops, 
motor spring forces brush holder 
back onto commutator and necklace 
is forced away from commutator. 


BELT ADJUSTMENT 
By J. L. Lehnherr 


Belts used on belt-driven refrigera- 
tors are just as apt to wear out when 
they are too loose as when they are 
too tight. Using a spring balance, ad- 
just such belts so that a ten-pound 
pull will deflect them to 4-inch above 
a straight line drawn between the 
edges of both pulleys. 

If no scales are available adjust 
| belts so that they can be taken off by 
| hand, but not too easily. 


AUGUST, 


Trim, rugged, compact, the 
Powr-Pakt Windshield De- 
froster combines more saleable 
features than any defroster on 
the market today. The Powr- 
Pakt defroster uses not more 
than one ampere of power— 
less than a tail light. Built to 
| give proper defrosting without 
causing drafts, the Powr-Pakt 
maintains a constant speed—it 
will not slow down on long 
pulls. Can be installed by any- 
one, anywhere in the car. Fin- 
| ished in durable enamel that 
|| does not reflect light and 
| backed by a one year guarantee. 


Retail Price $3.25 


| Powr- Pakt 
| <2 De Luxe 
‘| Electric Mixer 
Every housewife is a 
a good prospect for this 
low priced electric 
mixer. Beats eggs—whips cream 
—stirs beverages, etc. Fur- 
nished complete with colored 
glass bowl and Plaskon motor 
housing in beautiful pastel 
colors. Guaranteed for one 
year. Retails at $1.50. 
For complete information on 


Powr-Pakt electric appliances 
write or wire 


Alliance Manufacturing Co. 


Alliance, Ohio. 
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PRESERVE TIME 


OHIO 
MOTORIZED 


TOOL BRUSHES 


The ‘preservation’ of 
torque is one of the 
primary jobs of the car- 
bon brushes in electric 


tool motors. 


By preventing ‘‘proud” 
mica on flush commuta- 
tors and keeping the 
entire surface clean 
and free from dust, dirt, 
chips, etc., they “pre- 


serve’ the torque and 
speed characteristics 
originally built into unit 


by the manufacturer. 


For Assured Results Use 
Ohio PRE-TESTED Brushes 
EXCLUSIVELY 


Ouio Carson Co. 


12508 Berea CLevetann,0. 


semble the armature as shown in 
fig. 6. 

Drive out the worn bearings using 
the drive-out punch shown in fig. 2, 
and replace them with new bearings 
by using the drive in punch. Now 
clamp the right size reamer in the 
vise and slowly ream the bearings. 
Try the bearings for fit after each 
ream until the end cover goes onto the 
shaft easily, yet snuggly. Now assem- 
ble the field and armature. Before ap- 
plying power to the field try to move 
the armature shaft. The shaft should 
move tightly. Oil the bearing and ap- 
ply the power. Beat the shaft top, 
bottom, front, and sides while it is 
revolving, using a block of wood. 
This will line up the bearing in the 
end cover. When the motor is fin- 
ished, the shaft should turn easily by 
hand. 

To do the job correctly a watt- 
meter should be used to check the 
amount of power the motor draws 
when completely assembled. However, 
a good wattmeter costs about $50. 
For most of the work a good a.c. am- 
meter can be used. An a.c. ammeter 
costs about $5.00. 

In order to test for a bad field, 
either a wattmeter or an ammeter is 
essential. The armature is removed 
from the field and the leads from the 
test panel connected to the motor so 
that one field is connected to the am- 
meter. The ammeter reading is care- 
fully noted. Now the other field is 
connected by clamping the test cord 
to the free lead. (See fig. 7.) The 


Fig. 7—To test field connect one 
test lead to "A" and the other to 
"B" as shown. Close short circuit- 
ing switch and then power switch. 
Open short circuiting switch and 
read ammeter. Open power switch 
and disconnect test lead at "B" and 
connect to "C". Read ammeter as 
before. If field is good, readings 
will be the same 


ammeter is carefully read again. If 
the two readings vary more than Y/y 
ampere the fields are bad and must be 
rewound. A bad field can often be de- 
tected by the sound of the motor. The 
motor will appear to be working un- 
der a heavy load and will often growl 
as if it had a very bad bearing which 
was allowing the armature to strike 
the fields. 


Common Washer Troubles 


By Earle J. Fredette 

Washer Won't Run. In order to 
determine whether the trouble is in 
the gear case or in the motor remove 
the belt or, if the machine is directly 
driven, loosen the motor coupling. 
Try turning the pulley on the gear 
case. If the gear case turns freely the 
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FARMS 


NEED 


Sell Them the PIONEER 


Pusu Button Starter! ENGINE AND 
GeNneRATOR Direct Connectep!  Im- GAS-ELECTRIC 
agine the sales possibilities of this 
sturdy Pioneer Gas-Electric Power POWER PLANT 
Plant! Conservatively rated at 200 
watts, this 6 volt unit will keep the 
farmer's radio, auto and truck batteries 
charged; light his home, and provide 


5% h.p. for driving any kind of small 
machinery mechanically! 

Other small plants: 
@ The Pioneer “Baby Jumbo” Gas 
Electric Plant with magneto ignition 6, 
12 volts 150 watts DC; 6 volts, 200 
watts DC; 12, 32, 110 volts, 250 watts 
DC. $49.95 to $59.95. 


@ The Pioneer “Blue Diamond” Gas 
Electric Plant 110 volts, 300 watts AC. 
supplies regular “city” current. Also 
has 50 watt DC winding for charging 
6-volt batteries. $79.95. 


GRAND 


for as little as 


LIST 


This model is ideal for large farm WHERE A LARGER 
homes, camps, construction jobs, small CAPACITY GENERATING 
garages, schools—wherever a large vol- UNIT IS NEEDED 
ume of Direct Current is needed. _ : 

Equipped with Pusupurron Starter! Sell This Gas-Electric 
This heavy-duty, large capacity PIONEER ; 

Gas-Electric Power Plant is powered by Power Plant 
a 4 cycle, single cylinder, air cooled 
gasoline engine. They’re built to stand 
up under years of hard usage. 


Capacity: 800 watts DC 
32 and 110 volts; 1500 
watts DC 110 volts. 


Other large plants: 
@The Pioneer “Gold 
Crown” Gas Electric 
Plants 600, 1000 and 1509 
watts AC 60 cycles—1800 
RPM. 


MAIL THIS COUPON QUICK! 
PIONEER GEN-E-MOTOR CORPORATION 


464-V_ West Superior Street, a. i. 
(Cable Address “‘Simontrice’’ New York) 
RUSH FULL DETAILS 


OTHER PIONEER 
PRODUCTS 


“Silver Band” Dynamotors, 


“Red Seal” Gen-E-Motors, Gas-Electric 
— Power Plants——( onverters— —Dynamotors 
Rotary Converters in various ——Gen-E-Motors 
sizes and voltages. Write for 
full details, Address 
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The Accepted Standard 
Since 1909 


Progressive dealers everywhere find it pays to sell 
BRIGHT STAR products 


light and battery line, featuring 


a complete flash- 


* Fully Insulated Metal Top Cells 
% One Hand Focusing Spotlights 
* Dry Cells, Radio Batteries 

* Flashlight Display Units 

High quality merchandise, eye-appealing 


displays and liberal profit margins make 
this a most attractive line . . . Catalog 


and full details gladly sent on request. 


BRIGHT STAR BATTERY CO. 
Clifton, 


N. J. 


WITH A 
CAPITAL “R” 


by RAILWAY EXPRESS 


Getting them through is Railway Express’ own specialty. On urgent 
shipments, whether they weigh ounces or tons, we can in many in- 
stances give over-night service. Railway Express picks up all ship- 
ments by fast motor truck, forwards them on swift passenger trains, 
delivers promptly on arrival. With 23,000 offices at your disposal 
across the continent, we reach anybody practically anywhere, at 
any time. All transactions are checked from beginning to end by a 
receipt at pick-up and another on delivery, and automatically include 
liability up to $50. It’s a through, personal service, no delays, no side- 
tracking, and no extra charge for this extra-careful handling. ® For 
service or information telephone the nearest Railway Express office. 


RAI Ex PRESS 


NATION-WIDE RAIL-AIR SERVICE 
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trouble is in the motor or cord. Sub- 
stitute a test cord equipped with clips 
for the original and if the motor starts 
the old cord is open. To test the 
switch run a wire from one side of it 
to the other. 

If the pulley on the gear case tuyns 
hard or is stuck it will be necessary 
to check the gearing. Remove the 
wringer and try turning pulley to see 
if trouble was in the wringer. If it 
still turns hard remove the gear case. 
If no gears are worn the trouble is 
usually a stuck or bound gear. If the 
stuck member cannot be loosened by 
oiling the bearing remove the bear- 
ing and ream it out slightly. 

If it is necessary to replace a worn- 
out gear it is advisable to replace other 
gears contacted by the faulty one to 
avoid further trouble. Sometimes 
sticking is caused by a stuck agitator, 
usually due to the accumulation ot 
soap or dirt. Stuck agitators may be 
removed by pulling up on them and 
tapping sharply with a hammer. Then 
remove pin in agitator bearing and re- 
move center post, cleaning it thor- 
oughly before replacing it in the ma- 
chine. Make sure that it revolves 
freely. 


Washer Has No Power. The usual 
causes of power loss are: (1) Slipping 
belt (2) Dragging gear case (3) Slow 
running motor and (4) An overload- 
ed machine. Slipping belts are often 
caused by washer overload or use of 
wringer and washer at the same time. 
If the belt has stretched take up the 
adjustment. Sometimes it is necessary 
to loosen bolts at the base of the mo- 
tor for adjustment. If the belt cannot 
be taken up enough replace it. 

Dragging gear cases should be 
carefully check and lubricated. 

A slow running motor may occur 
due to lack of proper lubrication, a 
sprung shaft, shorted armature or 
commutator or worn brushes. Check 
for these troubles. 

Caution users against trying to 
wash or wring too much at once. 

Common Wringer Troubles. 

Wringer troubles can be classified 
as follows: (a) Wringer won't wring 
dry (b) rolls run in only one direc- 
tion or, (c) rust gets on the rolls. 

f the wringer does not wring dry 
the pressure springs of the pressure 
bar have probably weakened or 
sprung. Replace them if this is found 
to be the case. However, first check 
the bearings on the ends of the roll 
as bad wear may cause the same trou- 
ble. Wear is most common in wooden 
bearings. 

If the rolls run in only one direc- 
tion trouble is generally due to worn 
out clutch or gear in the wringer 
head. Replacement of worn part is 
usually necessary. When _ replacing 
gears in the wringer head it is advis- 
able to replace both gears. If they do 
not mesh tightly place spacer washers 
behind them so that they fit together 
snugly. 

The usual cause of rust getting on 
clothes is a roll coming loose on its 
shaft. The shaft rusts and the rusty 
water runs along it and is carried to 
the ends of the rolls. Quite often the 
rolls look to be in good condition but 
if you remove them and twist the rub- 
ber on the shaft looseness is found. 
Replace such damaged rolls. If the 
rolls are all right there is a possi- 
bility that the bearings or the frame 
of the wringer have rusted. Thorough 
cleaning cures this form of trouble. 


| 


[ 


Ty NOTHING LIKE THE 
THIS CREATURE LIVES IN THE WATER 
THE FIRST PART OF ITS LIFE, THEN 
LOSES GILLS, GROWS STRONGER 
LEGS AND MOVES TO LAND. 


9% NOTHING LIKE GULF 7 
ELECTRIC g MOTOR OIL 


THIS IS THE 
ONE OIL MADE 
SPECIALLY 
FOR ELECTRIC 
REFRIGERATOR AND WASHER MOTORS. 
HAS WIDE, UNTOUCHED MARKET. 
ADVERTISED IN COLLIER'S — 


| Garren STOCK IT NOW. 
GUL ELECTRIC OIL 


MOTOR 


her information, write Gulf Petroleum 
Gulf Building, Pittsburgh, Pa. 


LAUNDERING EQUIPMENT 


RILLIANT modern beauty 

plus advanced engineering 
and exclusivé structural fea- 
tures mark the entire new line 
of Horton washers and ironers 
... reflecting the skill and expe- 
rience of 65 years in the manu- 
facture of home laundry equip- 
ment exclusively. Write now for 
details of this sensational line. 


HORTON MANUFACTURING COMPANY 
3602 OSAGE ST. FORT WAYNE, INDIANA | 
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How to Dry Out 
Methyl Chloride Systems | 


By the R & H Chemicals Dept., 
E. I. du Pont de Nemours & Co. 

It is advisable to thoroughly re- 
move water from a Methyl Chloride 
refrigeration system after charging. A 
small percentage of moisture remain- 


== BREEZO Ventilating Fans and BREEZ-AIR Attic Cooling ing in the machine may freeze, affect- Flet-irons are de- 
Fans are furnishing alert dealers with just the merchandise ing operation. It may also cause corro- signed te trenemit 
Gay seed to keep the sales curve steady during hot weather sion of metals such as zinc and alumi- = - t ae agi 
months. at's w ey are 
Get in touch with your old customers again. They'll be — me on addition if the corrosive e flat tig 
MLA ready for the economical, dependable comfort you can offer action of water itself, water and a . 
them at a reasonable price with BREEZO. Methyl Chloride, if permitted to re- 
=R BREEZO Fans are available for all ventilating requirements, air condi- main in contact long, form a small 
EN) tioning, etc.,—are easily demonstrated and installed—require no servicing. amount of acid. 
Boost summer sales and profits now. Write for details, prices and . ° 
ER discounts. . rid results may be obtained by 
Buffalo Forage Compan ushing the system with Methyl Al- be $ 
g ed cohol (Methanol) and then blowing Super Speed 


~~ 205 Mortimer St., Buffalo, N. Y. 


4 , out with dry air or methyl chloride R A 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. gas. But it is best to use chemical dry- NGE UN ITS 


ing, except where there is a large 
quantity of water in the machine, in h f| 2 
which event the Methyl Alcohol flush ave a at top 9 
may be used first. | h 

Drying agents should be in coarse m eta -t ey too 
granule form and should be used with t : 
an efficient filter such as mineral wool f h b - 
to prevent passage of finely divided or rans er ea y con 
disintegrated material into the system. d h f 
It is not practical to reactivate, or re- uction—t e astest 
use, such agents. 

Anhydrous Calcium Chloride has 
been widely used as a drying agent 
and while there is no objection to it 
from the standpoint of drying efficien- 
cy it is not recommended because of 
its tendency to induce corrosion, espe- 


cially at the expansion valve. If it is 
used it must not be permitted to ab- 
sorb more than 16.2 per cent of water 


by weight. And it should not be left 
in the system for more than a few 
days. 

Calcium Oxide will not cause cor- 
rosion, may even, in fact, prevent it. 


Breeze-Air 


Its maximum water absorbing capaci- 
ty is 32.1 per cent of its own weight. 
It should not be pushed harder than 
this as it will disintegrate into a fine 
powder. This is, as a matter of fact, 
its disadvantage. Use a good filter. 
Soda Lime, a mixture of Calcium | 
Oxide and Caustic Soda, is ok. It ab- The “touch test” is painful, but 
sorbs water, neutralizes acid and has convincing. Better still, an actual 
less of a tendency to disintegrate than tit 
2 Activated Alumina, a special form Speed unit will show why these 
BETTER CORDS G of Aluminum Oxide, is satisfactory units are made flat for all-over 
G but does not absorb as much moisture metal-to-metal contact, and why 
BETTER LAMPS Zi It does not disintegrate as readily, 
LZ however. for cooking speed. 
THE specifications for the 1.E.S. Lamp contain NAS Neither Magnesium Perchlorate You can easily fit any range with 
one requirement of significance to all branches cA nor Barium | Perchlorate should be these units—no special sizes neces- 
of the industry: Bs used as drying agents for Methyl | Qo.) The adapter ring dees the ft- 
“CORDS SUPPLIED ON CAN Chloride as they may be the cause of | | * 
1.E.S. LAMPS SHALL NAS . | ting. Use the coupon for the sales 
CARRY THE FIVE-FOOT BRACELET LABEL explosion. 
OF THE UNDERWRITERS’ LABORATORIES.” VA Barium Oxide should have all the | Plan book. 
E VAS advantages of Calcium Oxide but is 5 
wery part of the LE.S. lamp was chosen to do VAN more expensive and more difficult to ‘ 
a job _and the bracelet-labeled cords are no CA obtain. Anhydrous Calcium Sulfate : 
exception. The electrical industry is urged to VAN probably would be satisfactory from ; 
support the Identified Cord Movement which is cA a drying standpoint but would not ® 
answering the demand of all users for VA neutralize acid. A combination of An- 
VAS hydrous Calcium Sulfate and a small . 
BETTER CORD NBS amount of Calcium Oxide would no Mail with your busine-s letterhead b 


doubt be suitable. 

Silica Gel is similar to activated 
alumina. It has good drying proper- 
ties but would not neutralize and is 


comparatively expensive. Caustic Soda 


and Caustic Potash would dry and 

E L E C ‘I R I A C O R neutralize but they are probably un- 

A N U F A i a U R E R S - ; satisfactory because of the difficulty of 

S$ Ease 44th St... New Seek. handling them and their tendency to 
quickly form water solutions. 
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EDWIN L. WIEGAND CO. ‘ 
7525 Thomas Bvd., Pittsburgh, Pa. 


-_ 


Send me the “Chromalox Plan” Book. 


Name 


Position 
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SUNSHINE 


Clipping from July 9 issue 
Chicago Market Daily. 
Write today for the new VOSS Sales and 
Demonstration Plan 


And that holds true in the repeat sale 
of any electrical heated appliance—to 
gamble in the selection of heating ele- 
ment material in the appliances you 
order is to gamble with the satisfac- 
tory performance of the device—and 
with repeat orders— 


But to specify “Nichrome” V heating 
elements for all the appliances you 
buy is assurance of a maximum in 
performance which brings the repeat 
order back to you. 


TRADE MARK REG. U. S. PAT. OFF. 


DRIVER-HARRIS COMPANY 


HARRISON, N. J. 
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Seven Proved Points 


25,000 revealed that 90 per cent of 
the buying decision for refrigerators 
centered around six points (con- 
venience, economy, beauty, mechanism, 
reputation of maker, responsibility of 
dealer). Yet when salesmen the 
country over were asked the number 
of points they touched on in their 
presentations, they reported over 
eighteen. The fact revealed is that 
the average salesman talks too much 
irrelevantly. 

My personal conviction is that too 
many sales are lost because the sales- 
man, rambling ineffectively over too 
scattered a number of points he knows 
too little about, fails to hold the atten- 
tion or become convincing. Thus he 
talks the prospect into nervousness 
and talks himself out of a sale. 


Point Four: It is indicated that the 
average woman is individually swayed 
by very few dominant reasons among 
all the factors that control her buying 
decision. The individual average in 
this nation study has always been less 
than two for any major appliance. 
rhat indicates that if the salesman is 
a good sleuth and develops the habit 
of asking questions at the start of the 
interview, to let her relax and explain 
herself, he can uncover the one or two 
crucial things that most interest her, 
and by sticking to those to the ex- 
clusion of others, win her sales by 
“single dominant idea” strategy. 

Awhile back, I went out with a sales- 
man on a washer demonstration. He 
started in a set harangue in which the 
woman couldn’t get a word in edge- 
wise. Pretty soon her face began to 
get red and her “well, but” attempt to 
combat his arguments appeared. He 
foolishly wouldn’t give her a chance 
to “well, but” him and her anger and 
consternation grew to the point where 
she kicked us both out of the house. 
“What was wrong with that old hen?” 
said he. “Your attitude,” said I. 
“She’s not a hen but a very sincere, 
charming and serious buyer. But 
she’s a woman who wanted to talk, 
and you wouldn't let her. She finally 
exploded. If you'd asked her ques- 
tions, she’d have relaxed.” I offered 
to show another salesman of the same 
group how to sell her. He was sent 
out and came back with the order in 
forty minutes flat, together with an in- 
vitation to dinner, sometime. 


x* * 


Point Five: Research such as the 
Milwaukee pattern in the July issue, 
provides the individual with a clear- 
cut pattern by which he can compare 
himself to the average in earnings, 
approach and contact methods, weekly 
work plan and presentation technique. 
On all of these points there is specific 
data by which he can analyze his own 
performance which no one knows but 
himself. But I think it a pretty poor 
stick of a salesman who will content 
himself with being below average. 
Competition is keenest among the 


AUGUST, 


CONTINUED FROM PAGE 3 


“also-rans” but up at the top, he |; 
things pretty much to himself. C:»- 
pare yourself. Get above the averse. 


* * * 


Point Six: Research shows that the 
husband is the dominant factor in the 
final buying decision, that most sales 
are closed in the home with man and 
wife together, that more sales are 
closed at night than during the day. 
How can a salesman expect to win ij 
he lets his technique stop with the 
woman or with activities confined to 
the store, or if he refuses to sell at 
night. 


* * * 


Point Seven: The average home- 
maker has had a shrewd training in 
buying the past few years. She’s been 
gyped plenty, and she doesn’t intend 
to be fooled that way any more. She 
wants proof. I’ve been yelling about 
proof selling since articles written in 
1932 but find that fully 60 per cent oi 
all salesmen still have no organized 
evidence. Well, here is just one 
simple tip: Of all the ranking forms 
of proof, owner testimony heads all 
the list. Salesmen can easily gain 
owner letters to support each selling 
point, organize it in a portfolio in 
which a letter supporting each point 
can be easily referred to. That will 
clinch plenty of sales. Be sure, if 
you haven't such letters, to do the next 
best thing—carry an owner list with 
addresses and telephone numbers and 
have the prospect phone them for 
direct testimony of this powerful type. 

So I could go on pointing out 
vitally important things which a sales- 
man can learn from study of research. 
And if he uses such research in his 
own improvement, he'll be on his way 
to bigger earnings fast. Figure out 
other points of this kind for your- 
selves. We'll give you others from 
time to time as other market studies 
are made by Electrical Merchandising. 


x * * 


I cannot close without mentioning 
one point, removed from the subject, 
that you can sell refrigerators, 
washers, ironers, ranges more easily 
in August if you'll remember one thing 
—collar-wilting as it is—you must 
transfer your attack to outside selling. 
Among 200 homes in five city blocks 
in late April, I found only 34 women 
in—the first week of balmy weather 
had evidently entranced all the rest 
to go visiting or down town. But this 
first week of July as this article was 
being prepared, I revisited these homes 
and found 168 women at home as t 
mercury danced in the nineties, ma'y 
of them on their shaded porch an! 
anxious to talk. Don’t miss the ho 
weather opportunity of eas 
approach. 

Well, there’s another one and if ) 
get a chance, write me a letter of so 
selling idea you’ve worked out 5! 
cessfully. The ideas I get from hu 
dreds of you appliance salesmen m 
these articles possible. 
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han through some 20 or more 
ecognized, cooperating contractors 
vho submit bids for the jobs on the 
ass Of (1) a guarantee by the 
jrooklyn Edison Company of 50 jobs 
it © minimum and (2) the supplying, 


by the utility, of a 60-ampere service 


switch, polarized plug and range 
sable. Jobs handled on this basis have 
resulted in an average installation cost 
n one-family homes of about $20 and 


irom $25-$30 on two-family houses. 


Four year service is given by 
‘rooklyn Edison even when the man- 
iiacturers guarantee does not extend 
eyond a single year. A staff of 20 
home service girls, on ranges alone, 
vork on customer education. 

Financing of dealer sales is carried 
ut through cooperation of the Na- 
tional City Bank of New York which 
rovides three year terms on ranges, 


refrigerators and other appliances re- 


juiring financing. 


Advertising and Promotion 


With distribution all taken care of 
in the anticipation—not unfounded, it 
ould appear—of an important range 
ierchandising business, we naturally 
turn to the subject of advertising. 
Somebody has got to tell the house- 
ives of Brooklyn that electric ranges 
re better, that they are modern, that 
they are economical and that they are 


heautiful—even when you have 9,000 
employees of the company out preach- 


ng the gospel and 150 or more dealers 
ith ranges on their floors, orderbooks 
n their hands and a glint of evangel- 
sm in their eyes. 

Running an ad occasionally wouldn't 


do the trick—that was a cinch. Brook- 


lyn is one of the toughest competitive 
markets in the world. The world is on 
their doorstep shouting its wares, 
huying advertising space and selling, 
elling, selling. And for a city that 
had never heard of the electric range, 
a single ad would have had about as 
much effect in moving the public con- 
sciousness as a single drop of water 
n moving the turbines at Boulder 
Dam. No. The campaign, from the 
beginning had to have impact, and im- 
pact it got. 

The public were given their first 
ntimation of what was about to hap- 
yen by an issue of the Brooklyn Daily 
Eagle, the biggest and most important 
newspaper in the city, when, on June 8 
of this year, the casual reader opened 
‘he paper and came across page after 
ave of electric range advertising. 
Dealers, distributors, department 
tores, the utility all were in. Ar- 

‘les on the electric range, stories of 
the campaign, pictures of people par- 
teipating, manufacturers’ stories—the 
vhole thing occupying a solid body of 
space that ran from page 7 to page 
-7—20 full pages in all. On July 1 
the stunt was repeated. This time 
vith a full page on a special section 


Brooklyn Goes Into the Range Business 


CONTINUED FROM PAGE 7 


that blazoned forth the 
“Modernize Your Home! Cook elec- 
trically!” The whole thing was rem- 
iniscent of the automobile sections of 
the newspaper during the time of the 
Auto Shows. And, after all, the gas- 
buggy boys have learned that the way 
to create effect is to get impact 
through blocks of solid advertising 
space. 

Another smart move came when 
Abraham & Strauss, big Brooklyn de- 
partment store, in order to offset the 
impression that electric ranges were 
expensive luxuries took a big ad to 
offer 4,569 Westinghouse Cardinal 
ranges at $39.95—installed free, 
serviced free and demonstrated free. 

Billboards of the Brooklyn Edison 
Company carry the electric cookery 
story, of course. So does the radio 
and the bill stuffers and the manu fac- 
turers and distributors direct mail- 
ings. 


slogan — 


Distribution 


With the exception of the rental 
model range, consigned to the dealer’s 
floor by Brooklyn Edison, all ranges 
are being bought through regular dis- 
tributors cooperating with the com- 
pany. In some cases, manufacturers 
had no distributor in the Brooklyn 
area as range business prior to this 
year was dormant. 

Twelve electric range manufactur- 
ers are now cooperating with Brook- 
lyn Edison and have appointed dis- 
tributors in the territory. They are 
General Electric, Edison G-E Appli- 
ance Company (Hotpoint) Westing- 
house, Estate Stove Company, Linder- 
man & Hoverson (L&H) Standard 
Electric Stove Company, Landers 
Frary & Clark (Universal) Electro- 


master, Inc. (Waldorf) Kelvinator 
Corporation, Norge Corporation, 
Walker & Pratt Mfg. Company 


(Crawford) Rutenber Electric Com- 
pany (Marion) and Malleable Iron 
Range (Monarch). 

Nearly 150 dealers have ranges in- 
stalled on their floor and displayed 
in their windows including such im- 
portant chain outlets as the Davega 
Sporting Goods stores, the Vim stores 
and the Winters Radio chain. Brook- 
lyn Edison “sales promotion agents”, 
working on a salary and commission 
basis, help dealers locate prospects, 
close sales. How important this func- 
tion is to Brooklyn dealers may be 
recognized from the statement of one— 
H. P. Brown—who wrote Ed Holm- 
berg at the beginning of the range 
drive that he was ready to get behind 
it 100 per cent. “I became a Brooklyn 
Edison Cooperating Dealer in 1933”, 
he said, “at which time my electrical 
department (he is a hardware dealer) 
did a volume of $2,000. In 1935 I did 
a gross electrical business of $60,000 
of which $56,000 was closed for me by 
Brooklyn Edison men.” 
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WILCOLATOR 


WY LCoLaTor oven controls are used by more manufacturers of elec- 
tric ranges than any other make. And why not? Wilcolator has 
pioneered most major developments in temperature control—is the orig- 
inator of the liquid type thermostat, now universally accepted in the 
electric range industry. 

Then too, the Wilcolator is extremely sensitive, accurate at all degrees, 
and is easily installed. It is strongly constructed, has no moving parts in 
oven, cannot be damaged by accidental bumping—and requires less service. 

And dealers and manufacturers alike find that Wilcolator helps sell 
the range—then helps to keep it sold. 


The Wilcolator Company, Newark, N. J. 


Millions of Parched Throats 
Demand Ice Cubes—in a Hurry 


for the convenience of Flexible 
Rubber Trays or Grids. 

Cash in on the demand for 
ice cubes in a hurry ...one ata 
time or a whole trayful... full- 
sized, cold, and dry. Insist that 
the refrigerator you sell comes 
factory equipped with a Flexible 
Rubber Tray or Grid in every ice 
compartment. 


These hot days, full-page adver- 
tisements in leading magazines 
are reminding (with a smile) 
millions of readers about the 
modern method of getting ice 
cubes in a hurry... from Flexi- 
ble Rubber Trays or Grids. 

A survey among recent refrig- 
erator purchasers shows 99% 
expressing a definite preference 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 


A TRULY MODERV REFRIGERATOR SHOULD HAVE A 


Tray on Grip 


EWERY ICE COMPARTME 
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UNDISPLAYED RATE: $1.00 
line in small black face type). 


AND 


ACCESSORIES 


er line per insertion. Minimum charge $4.00. 

! ractions of a line count as a line. 

if full payment is made in advance for 4 consecutive insertions of undisplayed ads. 

DISPLAYED RATE: 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in.; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one column. 
There are 4 columns—48 inches to a page.) 


RVICES | 


(First 
iscount of 10% 


0 


PARTS 


SEND FOR OUR Mew CATALOG 


Hf you are engaged in the business of servicing oF 
should have » copy of our new 96 page SUMMER catalog. Write today on 
your letterhead. We sell to the trade only. 


J, The HARRY ALTERCO.,Inc. 


MAIN OFFICES 1728 S. Michigan Ave., CHICAGO, ILL. 


GIANT Portable 
NITE 
COOLING FAN 


No Installation Cost 


You can effectively cool % 

or 4 bedrooms 10° or 12 

and provide a splend.d 

breeze through every room. Every 

time you put a demonstrating unit 

nh @ home on a hot night, you 
ha made a sure sale 

Oo permanently installed units 

of highest quality of I 

Nite Fan cooling data sup- 


" plied free Write today 
Russell Electric Co., Mfrs. 
345 W. Huron 8St., 
Chicego, 11 


ERATION 


and SUPPLIES 


selling refrigeration you 


ST. LOUIS, MO. 


2315 Washington Ave. 


DUST BAGS 


VACUUM CLEANER DUST BAGS $30 per hun 
dred. The best replacement bag on the market, 


Universal Sales Syndicate, 130 No. Warren St., 
Trenton, N. J 
New advertisements for the me ptember ~ issue of 


Electrical Merchandising should be received at our 
New York office by Aug. 27 


ARMATURE 
REWINDING 


Motor Repair—All Types 


We stock vacuum cleaner parts. 
Write for prices and Catalog. 


WILLMAN ELECTRIC Co. 
12506 Dexter. Detroit. Michigan 


TION 


UNDISPLAYED RATE—Per word. 
Positions Vacant and all other classifica- 
tions (including Agents, Salesmen, Dis- 
tributors, Representatives advertising), 
15 cents a word, minimum charge $3.00 
an insertion. (See * on box numbers.) 
Positions Wanted (salaried employment 
only) *, the above rates. (See © on box 
numbers.) 

Discount of 10% if full payment is made 
in advance for 4 consecutive insertions 
of undisplayed advertisements 


RCHLIGHT 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 
DISPLAYED RATE—Per inch. 
1 inch $8.00 per inch 
2 or 3 inches 7.80 per inch 
4 to 7 inches 7.60 per inch 
Rates for larger spaces on request. An 
advertising inch is measured vertically 
on one column. There are 4 columns— 
48 inches to a page. 
Box Numbers—Care of Electrical Mer- 
chandising’s New York, Chicago or San 
Francisco offices count as 10 words ad- 
ditional in undisplayed ads. Replies for- 
warded without charge. 


Get on the List 
FOR THESE 
CATALOGS 
Here are the four big 
catalogs sent to every 


Burstein-Applebee cus 
tomer this year 


mer Write today 
get on the list 


BURSTEIN - APPLEBEE CO. 


1012-14 McGee St., Kansas City, Mo. 


BUSINESS OPPORTUNITY 


FOR SALI Old established electrical contract- 

ing business and motor winding works doing 
fine business in industrial center of Wisconsin 
Acct. ll health. BO-470, Electrical Merchandis- 
ing, 520 N Michigan Ave., Chicago, Il 


~ SALES OPPORTUNITY OFFERED 


THE 


MAYTAG COMPANY, largest manu- 
facturers of Washing Machines in the 
world, require several men to assist the re- 
gional manager of Metropolitan New York 
territory (including all of Long Island) in 


contact and sales work. Strictly com- 
mission For interview write Harrison Wil- 
sO Washington Street, New York City 
or telephone Chelsea 3-7620 


SALES OPPORTUNITY WANTED 


SALES REPRESENTATIVE for New England 

Many years’ successful experience. Familiar 
with Electrical Jobbers Utility and Retail Out- 
lets RA-469 Electrical Merchandising, 330 
West 42nd Street, New York City 


MENTION OF ELECTRICAL MERCHANDISING 
will be appreciated by the advertisers and the publishers 
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We Keep On 
\Selling and Sellinz 


FROM PAGE 


Their incentive is added earnin:s 
and steady year round employment on 
a regular monthly salary. Added in- 
centive for salesmen is membership 
in the regular Frigidaire B.T.U. club 
with its attendant rewards. In addi- 
tion, there are special Silkensen 
bonuses of $200 extra for $20,000 an- 
nual sales volume, “$375 for $25,000 
and $600 for $30,000. Several sales- 
men will hit the jack-pot on the $2/) 
and $375 awards and one salesman 
most certainly will ring the bell for 
the $600 extra, unless everything govs 
bad between now and Christmas. 

“Silk” believes in running his busi- 
ness on a basis that will create respect 
for it by the Galveston public. His 
cars, trailer and streamlined delivery 
truck are spic and span, their white- 
ness waxed every week. His show- 
room on a downtown corner has 
complete air conditioning as an ex- 
ample to other merchants and pros- 
pects. His sales tactics permit no 
trade-ins, no price cutting, no corner 
shortening. The results are one of 
the most profitable specialty dealer- 
ships in the country. 

Silkensen and his organization stick 
pretty close to factory selling and ad- 
vertising campaigns and gear in with 
them on dates and selling technique. 
Some of the surplus he set aside for 
1936 activity, he diverted to an invest- 
ment of $785 in a white house-trailer 
with public address system. Original 
intention was to use the trailer for can- 
vassing, but that idea went out when 
church and fraternal organizations 
began requesting it for suppers and 
picnics as the headquarters for the 
committees in charge and a means for 
announcing events to crowds. 

“It’s the swellest advertisement I've 
got,” he said. “It has restrained signs 
on the sides and rear stating that 
Silkensen’s is the place to go to buy 
Frigidaires, Maytag washers and 
Tappan ranges, and you'd sur- 
prised how much good-will it builds 
up for me. We cart two Frigidaires, 
a washer and one range around in it. 
and when I bought it up in Bay City. 
Mich., I had it designed so we can 
put the necessary paraphernalia in for 


PRACTICAL 


Recording Instruments 
Recording Thermometer........... $i8 
Motor Recorder........ ee $2! 
Dependable, easy to use instruments 
Guaranteed satisfactory to you or 
your money refunded. Each instru 
ment makes 24-hour record on 4 inch 
chart. Pen arm built into door, so 
pen swings out of way when changing 
chart. Bakelite case 5%” 
wide, 4144” deep, 7%” 
high. Weight 


2% Ibs. Furnished 
complete with sup- 
ply of charts 
bottle of ink and 
carrying case 
Write for descrip 
tive folder and 
15-Day Trial 
Offer. 

Practical 


Instrument Co. 
2709 N. Ashland Ave 


Ask your jobber about Chicas 
PRACTICAL INSTRUMENTS 
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New! 


CHIME 


A Sensational 
Selling Item 


Nationally 
Advertised! 


At last, a guaranteed 
quality door chime at a 
popular price. Nw 
wonder that it has 
caught on like wild-fire! 
When the push button 
is pressed two deep 
organ-like tones replace 
the irritating nerve- 
racking noise of the old 
fashioned door bell. 
Pleasing to the eye as 
well as the ear, the 
chime is ornamental 
and practical. 


Length overall, 40”. Finished in 
bronze and brass, $6.00 list; black 
and chrome, $7.00 list. Price in- 
cludes special transformer. 

The article that everyone has been 
waiting for. Sold on a money-back 
guarantee. Nationally advertised in 
American Home and Saturday Even- 
ing Post. 


WRITE TODAY 
Be prepared to meet the 
demand, Stock up now! 
A. E. RITTENHOUSE, Inc. 
Dept. 300 
Honeoye Falls, N. Y. 


RITTENHOUSE 7 
Electric DOOR CHIME 


“Here you are, Sir. See 
that DATE-LINE? That 
proves they’re fresh.” 


“That's a smart out- 
fit, good people and 
good merchandise.” 


DO THIS— It takes 
only one second to 
point out that 
“EVEREADY” BATTERY 
Date-Line 


vacation trips. I plan a twelve day 
junket with it shortly.” 

The success this Galveston opera- 
tion has had with commercial and air 
conditioning sales is striking. Every 
commercial job and every air condi- 
tioning job is engineered by a refrig- 
eration and air conditioning engineer 
who is a year round employe and who 
goes to the factory schools regularly 
to be brought up-to-date on new 
methods and applications. 

Competition got in some nice licks 
a few years ago by shaving equipment 
and shaving prices, but most of the 
installations they obtained have been 
replaced by Silkensen’s organization. 
“Silk” was broken-hearted when he 


lost four air conditioning prospects to | 


competition. 

“It was tough,” he said, “but three 
of them were purchased by men who 
were influenced by other business con- 
nections. One of them felt sorry later 
and came in and ordered a_ fifteen 
cubic foot Deluxe household box for 
his home, so we’re good friends now.” 

The largest of his air conditioning 
installations is ninety tons in south 
Texas’ outstanding night club. The 
second largest is a fifty-four ton in- 
stallation in a downtown grill and bar. 

His business is operated on such a 
basis that he warehouses sufficient 
stock for any normal upturn in sales 
and orders his products out of Dayton 
in carload lots. 

Although the Houston Light and 
Power Company, the local electric 
utility, merchandises a competitive 
make of refrigerator, it is cooperative 
in its attitude and has had a great deal 
to do in building up public acceptance, 
“Silk” states frankly. 

“T can’t see anything wrong with 
this business,” he says. “We go our 
own. way and sell our own merchan- 
dise. A lot of our neighbors go to 
Houston to shop for clothes but they 
don’t pay much attention to appliances 
sold up there. We just do our best 
to make friends with the public and 
hold them after we get them. I guess 
that’s about as good a way to get busi- 
ness as any.” 


Contest ideas bounce out of Sales 
Manager R. D. Anderson's head at 
@ great clip, so when the sales force 
of East Tennessee Electric Co., Knox- 
ville, gathers for those morning 
meetings even the yawniest keeps 
his ears cocked. A contest recently 
inspired the boys to sell 97 major 
appliances totaling $14,000. 
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SMALL TOWNS and 
RURAL AREAS 


ARE THE PLACES FOR BIG SALES 


Measured in terms of Bank Debits, the most pronounced busi- 
ness gains during 1935 have been registered in hamlets, villages 


and smaller towns. 


The backbone of buying power lies in small town and rural 


areas. 


And where there's buying power, there's a market 


ready for intensive cultivation—an opportunity for greater 


Household Magazine is your entré to this market. Its sub- 
scribers include more than 1,800,000 small town women who 
have the real say-so on the electrical appliances to lighten their 


household duties. 


Tell your manufacturers to hel 


ou boost the sale of their 


products by using HOUSEHOLD MAGAZINE as an advertis- 


ing medium. 


HOUSEHOLD MAGAZINE 


TOPEKA . 


KANSAS 


OFF THAT 


It's easy for an R & M motor 
to take the pledge—never 
to touch another drop of oil! 
Lifetime oiling is one of the 
many recent improvements 
that we have made in these 
high-quality motors. And it 
certainly makes a hit* with 
your customers when you 
say, ‘Never needs oiling.” 


Robbins & Myers, 
Inc. 
Springfield, Ohio 


Take advantage of the 
forty-year R & M reputation 
for better engineering, bet- 
ter materials, and better 
workmanship. When you 
demonstrate an appliance 
motored by R&M, talk up the 
motor! There’s no better way 
to make more profitable sales 
with less unprofitable effort. 


€ MYERS 


The Robbins & Myers 
Co., Ltd. 
Brantford, Ont. 


FANS e MOTORS e HAND AND ELECTRIC HOISTS AND CRANES 
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PARTS 


UNDISPLAYED RATE: $1.00 
line in small black face type). 


DISPLAYED RATE: 
12 inches—$10.50 per in. 


a line per insertion. Minimum char Ke. $4.00. 
Weections of a line count as a line. 
if full payment is made in advance for 4 consecutive insertions of undisplayed ads. 

1 inch $12.00; 4 inches—$11.50 per in. 


(An advertising inch is measured vertically on one column. 
There are 4 columns—48 inches to a page.) 


SERVICES 
AND 


ACCESSORIES 


(First 
of 10% 


8 inches—$11.00 per in.; 


REFRIGERATION 


PARTS ond SUPPLIES | 


SEND FOR OUR New CATALOG 
lf you are engaged in the business of servicing oF selling refrigeration you 
should have « copy of our new 96 page SUMMER catalog. Write today on 
your letterhead. We sell to the trade only. 


HARRY ALTERCO., Inc. 


MAIN OFFICES 1728 S. Michigan Ave., CHICAGO, ILL. 
VELAND, OHIO 


GIANT Portable 
NITE 
COOLING FAN 


No Installation Cost 


ST. LOUIS, MO. 


4506 Prospect Ave. 2315 ra Ave. 
VACUUM CLEANER DUST BAGS $30 per hun 
dred. The best replacement bag on the market 
Universal Sales Syndicate, 130 No. Warren St., ° 
Trenton, N. J 
NEW ADS 
New wdvertixeme ‘nts for the Se pte amber issue of 
You can effectively cool 4 Electrical Merchandising she uuld be received at our 
or 4 bedrooms 10° or 12 New York office 7 
and provide a plend.d 
breeze through every room. Every 
time you put a demonstrating unit 
mn a home on a hot night, you ARMATURE 
\ have made a sure sale 
\, Also permanently installed units 


\ of highest quality. U. of 


REWINDING 


UNDISPLAYED RATE—Per word. 
Positions Vacant and all other classifica- 
tions (including Agents, Salesmen, Dis- 
tributors, Representatives advertising), 
15 cents a word, minimum charge $3.00 
an insertion. (See * on box numbers.) 
Positions Wanted (salaried employment 
only) *» the above rates. (See * on box 
numbers.) 

Discount of 10% if full payment is made 
in advance for 4 consecutive insertions 
of undisplayed advertisements 


We stock vacuum cleaner parts. 
Russell Electric Co., Mirs. Write for prices and Catalog. 
345 Huron WILLMAN ELECTRIC Co. 
12506 Dexter. Detroit. Michigan 
C “OPPORTUNITIES” 
E T | SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 


DISPLAYED RATE—Per inch. 

1 inch $8.00 per inch 

2 or 3 inches 7.80 per inch 

4 to 7 inches 7.60 per inch 
Rates for larger spaces on request. An 
advertising inch is measured vertically 
on one column. There are 4 columns— 
48 inches to a page. 
Box Numbers—Care of Electrical Mer- 
chandising’s New York, Chicago or San 
Francisco offices count as 10 words ad- 
ditional in undisplayed ads. Replies for- 
warded without charge. 


WHOLESALE 
wove OF 


Cet on the List 
FOR THESE 
CATALOGS 
Here are the four big 
atalogs sent to every 


Burstein-Applebee cus 
Each 


Hot Shot | 


tomer this year 


BURSTEIN - APPLEBEE CO. 


1012-14 McGee St., Kansas City, Mo. 


BUSINESS OPPORTUNITY 


FOR SALI Old established electrical contract- 

ing business and motor winding works doing 
fine business in industrial center of Wisconsin 
Acct. Hl health. BO-470, Electrical Merchandis- 


ing, 520 N Michigan Ave., Chicago, Il 


~ SALES OPPORTUNITY OFFERED 


THE COMPANY, 


MAYTAG largest manu- 
— ers of Washing Machines in the 
quire geveral men to assist the re- 

of Metropolitan New York 
itory (including all of Long Island) in 
contact and sales work. Strictly com- 

oO For interview write Harrison Wil- 

n, 667 Washington Street, New York City 


or telephone Chelsea 3-7620 


SALES OPPORTUNITY WANTED 


SALES REPRESENTATIVE for New England 

Many years’ successful experience. Familiar 
with Electrical Jobbers Utility and Retail Out- 
lets RA-469 Electrical Merchandising 330 
West 42nd Street, New York City 


MENTION OF ELECTRICAL MERCHANDISING 
will be appreciated by the advertisers and the publishers 


INDEX TO ADVERTISERS 


AUGUST, 1936 
Alliance Mfg. Co. ......... 
Alter Co., Inc., Harry ..... <a 
Altorfer Bros. Co. ............ 10, 11 
Aluminum Company of America .... 54 
American Magazine ..__...... 40, 41 
American Weekly ................ 21 


Apex Rotarex Corp. 
Inside Front Cover 


Automatic Washer Co. ........... 31 
Barlow & Seelig Mfg. Co. 

Back Cover 
. 80 
Bond Electric Corp. _..... 
Bright Star Battery Co. ........... 74 
Buffalo Forge Co. . 
Burham Boiler Corp. 
Burstein-Applebee Co. ............ 78 
Commercial Credit Co. .......... 45 


Corozone Air Conditioning Corp. .. 27 
Driver-Harris Co. . 76 
Dry-Zero Corp. 
du Pont de Nemours & Co., E. |. .. 69 


Edison General Electric Appliance 


Electrical Cord 75 
Electrical Testing Laboratories _.... 53 


General Electric Co. 14, 15, 34, 48, 52 
Inside Back Cover 


General Household Utilities Co. 22, 23 


Goodyear Tire & Rubber Co ..... 65 
Gulf Refining Co. . 74 
Haag Bros Co. ..... 56 
Hexcel Radiator Co. . 30 
Horton Mfg. Co. .. .. 14 
Hoskins Mfg. Co. ........... 
Household Magazine... 79 
1. E. S. Better Sight Lamp 
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International Nickel Co. 71 
International Radio Corp - . 80 
Johnson Motor Co. .. 63 
Lovell Mfg. Co. .. — 
National Carbon Co. . 79 


National Electrical & Radio Exposition 72 
National Enameling & Stamping Co. 46 


Noblitt-Sparks Industries, Inc. 67 
Ohio Carbon Co. . 
One Minute Washer Co. ... > 
Parts, Services & Accessories ...... 78 
Pioneer Gen-E-Motor Corp. ....... 73 
Porcelain Enamel Institute ......... 61 
Practical Instrument Co. .......... 78 
Premier Division, Electric Vacuum 

Proctor & Schwartz Electric Co. ... 43 
Railway Express Agency ........ oo 
39 
Rittenhouse, Inc., A. E. 79 
Robbins & Myers, Inc. ........... 79 
Russell Electric Co. ............... 78 
Searchlight Section ............ _. 78 
Sunlight Electrical Co. ............ 44 
Toastmaster Products Div., McGraw 

Westinghouse Electric & Mfg. 

Co. OF, 
Wiegand Co., Edwin L. ........ 75 
Wilcolator Co. 77 
Willman Electric Co. ............. 78 


We Keep On 
\Selling and Sellin 


————CONTINUED FROM PAGE 


Their incentive is added earnin:s 
and steady year round employment «» 
a regular monthly salary. Added in- 
centive for salesmen is membersh)p 
in the regular Frigidaire B.T.U. club 
with its attendant rewards. In addi- 
tion, there are special Silkensen 
bonuses of $200 extra for $20,000 an- 
nual sales volume, “$375 for $25,000) 
and $600 for $30,000. Several sales- 
men will hit the jack-pot on the $2(\) 
and $375 awards and one salesman 
most certainly will ring the bell for 
the $600 extra, unless everything govs 
bad between now and Christmas. 

“Silk” believes in running his busi- 
ness on a basis that will create respect 
for it by the Galveston public. His 
cars, trailer and streamlined delivery 
truck are spic and span, their white- 
ness waxed every week. His show- 
room on a downtown corner has 
complete air conditioning as an ex- 
ample to other merchants and pros- 
pects. His sales tactics permit no 
trade-ins, no price cutting, no corner 
shortening. The results are one of 
the most profitable specialty dealer- 
ships in the country. 

Silkensen and his organization stick 
pretty close to factory selling and ad- 
vertising campaigns and gear in with 
them on dates and selling technique. 
Some of the surplus he set aside for 
1936 activity, he diverted to an invest- 
ment of $785 in a white house-trailer 
with public address system. Original 
intention was to use the trailer for can- 
vassing, but that idea went out when 
church and fraternal organizations 
began requesting it for suppers and 
picnics as the headquarters for the 
committees in charge and a means for 
announcing events to crowds. 

“Tt’s the swellest advertisement I've 
got,” he said. “It has restrained signs 
on the sides and rear stating that 
Silkensen’s is the place to go to buy 
Frigidaires, Maytag washers and 
Tappan ranges, and you'd sur- 
prised how much good-will it builds 
up for me. We cart two Frigidaires, 
a washer and one range around in it, 
and when I bought it up in Bay City. 
Mich., I had it designed so we can 
put the necessary paraphernalia in for 


PRACTICAL 


Recording Instruments 
Recording Thermometer........... 
Motor Recorder................. $2! 
Dependable, easy to use instruments 
Guaranteed satisfactory to you or 
your money refunded. Bach instru 
ment makes 24-hour record on 4 inch 
ehart. Pen arm built into door, so 
pen swings out of way when changing 

chart. Bakelite case 5%” 
wide, 414” 
high. 
2% Ibs. Furnished 
complete with sup- 
ply of charts 
bottle of ink and 


deep, 7% 
Weight 


earrying case 
Write for descrip 
tive folder and 
15-Day Trial 
Offer. 

Practical 


Instrument Co. 
2709 N. Ashland Ave 


Ask your jobber about Cates 
PRACTICAL INSTRUMENTS 
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New! 


CHIME 


A Sensational 
Selling Item 


Nationally 
Advertised! 


At last, a guaranteed 
quality door chime at a 
popular price. Nw 
wonder that it has 
caught on like wild-fire! 
When the push button 
is pressed two deep 
organ-like tones replace 
the irritating _nerve- 
racking noise of the old 
fashioned door bell. 
Pleasing to the eye as 
well as the ear, the 
chime is ornamental 
and practical. 


Length 
bronze and brass, $6.00 list; black 


overall, 40”. Finished in 


and chrome, $7.00 list. Price in- 
cludes special transformer. 

The article that everyone has been 
waiting for. d on a money-back 
guarantee. Nationally advertised in 
American Home and Saturday Even- 
ing Post. 


WRITE TODAY 


Be prepared to meet the 
demand. Stock up now! 
A. E. RITTENHOUSE, Inc. 
Dept. 300 


Honeoye Falls, N. Y. 


“Here you are, Sir. See 
that DATE-LINE? That 
proves they’re fresh.” 


“That’s a smart out- 
fit, good people and 
good merchandise.” 


DO THIS— It takes 
only one second to 
point out that 
“EVEREADY” BATTERY 
Date-Line 


vacation trips. I plan a twelve day 
junket with it shortly.” 

The success this Galveston opera- 
tion has had with commercial and air 
conditioning sales is striking. Every 
commercial job and every air condi- 
tioning job is engineered by a refrig- 
eration and air conditioning engineer 
who is a year round employe and who 
goes to the factory schools regularly 
to be brought up-to-date on new 
methods and applications. 

Competition got in some nice licks 
a few years ago by shaving equipment 
and shaving prices, but most of the 
installations they obtained have been 
replaced by Silkensen’s organization. 
“Silk” was broken-hearted when he 
lost four air conditioning prospects to 
competition. 

“It was tough,” he said, “but three 
of them were purchased by men who 
were influenced by other business con- 
nections. 
and came in and ordered a fifteen 
cubic foot Deluxe household box for 


his home, so we're good friends now.” | 


The largest of his air conditioning 
installations is ninety tons in south 
Texas’ outstanding night club. The 
second largest is a fifty-four ton in- 
stallation in a downtown grill and bar. 

His business is operated on such a 
basis that he warehouses sufficient 
stock for any normal upturn in sales 
and orders his products out of Dayton 
in carload lots. 

Although the Houston Light and 
Power Company, the local electric 
utility, merchandises a competitive 
make of refrigerator, it is cooperative 
in its attitude and has had a great deal 
to do in building up public acceptance, 
“Silk” states frankly. 

“T can’t see anything wrong with 
this business,” he says. “We go our 
own way and sell our own merchan- 
dise. A lot of our neighbors go to 
Houston to shop for clothes but they 
don’t pay much attention to appliances 
sold up there. We just do our best 
to make friends with the public and 
hold them after we get them. I guess 
that’s about as good a way to get busi- 
ness as any.” 


Contest ideas bounce out of Sales 
Manager R. D. Anderson's head at 
a great clip, so when the sales force 
of East Tennessee Electric Co., Knox- 
ville, gathers for those morning 
meetings even the yawniest keeps 
his ears cocked. A contest recently 
inspired the boys to sell 97 major 
appliances totaling $14,000. 


ELECTRICAL MERCHANDISING—AUGUST, 1936 


ARE THE PLACES FOR BIG SALES 


One of them felt sorry later | 


SMALL TOWNS and 
RURAL AREAS 


Measured in terms of Bank Debits, the most pronounced busi- 
ness gains during 1935 have been registered in hamlets, villages 


and smaller towns. 


The backbone of buying power lies in small town and rural 


areas. 


And where there's buying power, there's a market 


ready for intensive cultivation—an opportunity for greater 


sales. 


Household Magazine is your entré to this market. 


Its sub- 


scribers include more than 1!,800,000 small town women who 
have the real say-so on the electrical appliances to lighten their 


household duties. 


Tell your manufacturers to help you boost the sale of their 
products by using HOUSEHOLD MAGAZINE as an advertis- 


ing medium. 


HOUSEHOLD MAGAZINE 


Arthur Capper, Publisher 


TOPEKA ‘ 


OFF THAT 


It's easy for an R & M motor 
to take the pledge—never 
to touch another drop of oil! 
Lifetime oiling is one of the 
many recent improvements 
that we have made in these 
high-quality motors. And it 
certainly makes a hit* with 
your customers when you 
say, ‘Never needs oiling.” 


Robbins & Myers, 
Inc. 


Springfield, Ohio 


FANS e MOTORS e HAND AND ELECTRIC HOISTS AND CRANES 


Take advantage of the 
forty-year R & M reputation 
for better engineering, bet- 
ter materials, and better 
workmanship. When you 
demonstrate an appliance 
motored by R&M, talk up the 
motor! There’s no better way 
to make more profitable sales 
with less unprofitable effort. 


MYERS 


Founded 1878 


Co., Ltd. 
Brantford, Ont. 


PAGE 79 


KANSAS 


The Robbins & Myers 
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Show Visitors BUY Barton’s 
1710 Extra Water Currents 


Barton Patented Action 
Increases Sales Far Above 
Average for Industry 


Many visitors to the Furniture Shows—after 
studying Barton’s Patented Water Action 

after learning that Barton Sales for the first 
6 months have increased 92.5% over last 
year compared with average increase for the 
Industry of 23.71% —decided Barton was the 
washer for them. A washer with features 
which can’t be matched at any price—1710 
extra water currents per minute that cleans 
clothes, current. 


clothes faster—saves time, 


A line 


with bar release wringers on every 


model, even the lowest priced- -the safest 
line of washers made. 
Escape competition which sells leaders at 


no profit by handling Barton Convoluted 
Tub Washers with Patented Water Action— 
a feature which will sell in the face of a 
lower price down the street. 


There are still franchises available. Get in 
before the Barton Franchise is gone in your 


locality. THE BARTON CORPORATION, 
West Bend, Wisconsin. 


BARTON PATENTED ACTION 


Diagram of Barton Patented Convo- 
luted Tub and Barton Patented Water 
Action The 15 troughs or water 
breakers on the Patented Tub shoot 
jets of water back through the clothes. 
114 movements of the Multi-Flo Agi- 
tator past each breaker produces 1710 
extra water currents per minute. 


KADETTE JEWEL Model “40” 


Here is the leader you have been waiting for! 
The original, AC-DC Compact. This world- 
famous Jewel sold in enormous quantities 
at a much higher price. Small and light, 
but gives wonderful performance. Ideal 
for home, office or travel. The most 
beautiful radio today—about half size 
of ordinary compacts. Two full tuned 
circuits. Tunes entire broadcast band 
550 to 1600 kilocycles. oe 54", 
width 7 '»”, depth 34,” 
est radio value on the market. $ 1 Oo 
List Price... . 


Three other Kadettes available: 

Model 41, Walnut Bakelite, List... . $11.50 
Model 43, Ivory Plaskon, List...... 12.50 
Model 44, Chinese Red Plaskon, List . 


KADETTE, Model“76” 


A new 6 tube AC-DC at a 
remarkable price. Standard 
broadcast and top police bands. 
lynamic speaker 
throughout 


Large, 
Quality-tested parts 
American walnut 


WRITE TODAY FOR INFORMATION 


veneer 
binet, hand rubbed f h. 
ON COMPLETE 1937 KADETTE LINE 
lepth 6”. Net weight7! 14 FROM $10 COMPACT 
A senational radio at. 23 MODELS TO FINE CONSOLES 


KADETTE 


_ INTERNATIONAL RADIO CORPORATION, ANN ARBOR, MICH.,U. 5. A. 
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| First 6 Mos. 1935. 


STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


complied by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 
Reporting the largest six months busi- 


ness in the history of the refrigerator 
industry, the E dison Electric Institute 
estimates a gain of 30.4% in sales of 


household electric refrigerators for Jan- 
uary-June 1936, compared with January- 
June 1935. June sales were up 46.9% 
over June 1935. Following records of 
industry sales are estimated by the EEI 
on the basis of sales reported by NEMA 


for its refrigerator membership. 


237,371 units 
First 6 Mos. 1936......... 1,441,559 units 
First 6 Mos. 1935......... 1,105,469 units 

Saturation, January 1936 —7,250,000 
homes, or 34.2% of total wired homes. 


VACUUM CLEANERS 


The Vacuum Cleaner Manufacturers 
Association reports a gain of 37.4% in 
June sales of floor cleaners, and a gain 
of 29.1% in total sales for the six months’ 


period, compared with corresponding 
months of 1935. Hand cleaner sales de- 
clined 1.0% in June but ended the six 


months’ oarted 11.0% in advance of last 
year’s sales for the same months. 


June 1936 ....... 80,649 floor cleaners & 
22,295 hand cleaners 
58701 floor cleaners & 


22,521 hand cleaners 
First 6 Mos. 1936.565,204 floor cleaners & 
168,704 hand cleaners 
First 6 Mos. 1935.437,572 floor cleaners & 
151,908 hand cleaners 
January 1936 — 10,241,579 
or 48.3% of total wired homes. 


Saturation, 
homes, 


GAS ENGINE WASHERS 


With June sales 38.0% in excess of 
June 1935, the gas engine washer industry 
reported an increase of 6.8% in total sales 
for the first half of the year compared 
with the first half of 1935. Following 
are estimates of industry sales prepared 
by the American Washing Machine Man- 


ufacturers’ Association: 
June 1936 ....... 20,764 gas eng. washers 
14,898 gas eng. washers 


First 6 Mos. 1936.100,317 gas eng. washers 
93,884 gas eng. washers 


WASHERS 


June led previous months of 1936 with 
a 63.9% rise in sales of household electric 
washers over sales of the 1935 compara- 
tive, and thus completed the first six 
months of the year 26.3% in advance of 
the first half of 1935. Following are 
estimates of industry sales, prepared by 
the American Washing Machine Manu- 
facturers’ Association: 


First 6 Mos. 1936........ 761,093 washers 
First 6 Mos. 1935........ 602,422 washers 


Saturation, January 1936 — 10,346,482 
homes, or 48.8% of total wired homes. 


IRONERS 


An increase of 3.8% in June sales of 
ironers was reported for the industry by 
the American Washing Machine Manu- 
facturers Association, together with an 
increase of 28.1% for the first six months’ 
business, compared with similar months 


| of 1935. 


June 1936 


10, "814 i ironers 
First 6 Mos. 1936......... 88,044 ironers 
First 6 Mos. 1935......... 68,762 ironers 
Saturation, January 1936 — 1,031,802 
homes, or 4.9% of total wired homes. 


AUGUST, 


STOKERS 


Stoker sales continue far in the lead 
above 1935. According to the Department 
of Commerce—reporting for 108 manu- 
facturers — June sales of residential 
stokers were 80.1% ahead of June, 1°35, 
while apartment house and small indus- 
trial stokers registered respective in- 
creases of 26.0% and 38.2%. For the 
six months ended with June, stoker sales 
showed the following gains: residential 
stokers (class 1, less than 100 Ibs. an 
hour coal capacity) 105.5%; apartment 
house (class 2, 100 to 200 Ibs. coal capac- 
ity) 36.4%; small industrial stokers (class 
3, 200 to 300 Ibs. coal capacity) 36.3%. 


Class 1 Class 2 Class ? 


June 1936 ...... 4,381 199 76 
June 1935 ........2,432 158 55 
First 6 Mos. 1936 17,456 939 375 
First 6 Mos. 1935 8,494 686 275 


RANGES 


June sales of household electric ranges, 
by NEMA members, swung 63.1% above 
sales of June 1935. For the six months 
ending with June, sales were 49.8% higher 
than for the first half of 1935. Following 
are figures, released by NEMA, which in- 


clude the sales of 12 manufacturers in 
1936 versus 10 in 1935: 
eee 32,741 units, valued at 
$2,272,134* 
June 1935 ........ 20,077 units, valued at 
$1,360,662 
First 6 Mos. 1936. .158,402 units, valued at 
$10,987,030 
First 6 Mos. 1935..105,727 units, valued at 
$6,953,366 
*Manufacturers’, not retail, value. 
Saturation, January 1936 — 1,449,250 


homes, or 6.8% of total wired homes. 


WATER HEATERS 


Despite the moderate increase of but 
4% in June sales of household electric 
water heaters, by NEMA members, the 
heavy gains of previous months netted 
an advance of 30.8% for the six mont hs’ 
period, compared with similar months 0 
1935. Following are sales figures reported 
by NEMA for its water heater member 
ship, composed of 9-10 manufacturers in 
both periods : 


Jee 7,180 units, valued at 
$355,537* 
7,149 units, valued at 
$350,917 
First 6 Mos. 1936. ..40,159 units, valued at 
$1,873,42 
First 6 Mos. 1935. ..30,704 units, valued at 
$1,519,111 


*Manufacturers’, not retail, value 


OIL BURNERS 


From figures supplied to the Depart- 
ment of Commerce by 152 identical manu- 
facturers, May sales of household me- 
chanical draft oil burners are estimated 


at 24.2% above May 1935—and total sales: 


for the first five months of the year 2 
38.6% in excess of sales for the ne 
months of 1935. 


9,495 
First 5 Mos. 1936 ......... 36,66 ts 
First 5 Mos. 1935 ......... 26,448 nits 
Saturation, January 1936 — 984% 


homes, or 4.6% of total wired homes 


1936—ELECTRICAL 


orld Famous 


rtment 
Capac- 
(class 

Class 2 
% 


375 
275 


ranges, 

above 
months 
higher 
lowing 
lich in- 
rers in 


ilued at 


ued at 


alued at 
uued at 


e. 
449,250 
mes. 


of but 
electric 
ars, the 
netted 
months’ 
nths of 
eported 
rember 
irers in 


alued at 


alued at 
alued at 


alued at 


ue 


G-EMonitorTop, 
i and Liftop 
Refrigerators 


sealed-in-steel 
Thrift Unit, proved 
by experience! 


THE G-E 


is the only refrigerator mechanism today with forced-feed 
lubrication and oil cooling! These exclusive features give 
quieter operation, longer life and lower current consumption. 


@ General Electric introduced the first 
hermetically sealed refrigerator unit 
in 1927. lis outstanding performance 
record and unparalleled public ac- 
cepiance bas led many others to 
now adopt a sealed type, but General 
Electric has made and sold more 
tetrigetators with sealed mechanisms 
than all other manufacturers com- 


bined. When you sel! your cusiomers 
a G-E Thrift Unit Refrigerator you are 
selling them a sealed-in-stee| mech- 
anism backed by nine years of man- 
ufacturing experience! !!'s the only 
mechanism with forced-teed lubrica- 
tion and oil cooling. Genera! Electric 
Coe., Appliance and Mdse. Dept., 
Sec. DEB, Nela Park, Cleveland, Ohio. 


GENERAL @ ELECTRIC 


‘ 
3 
| 
4 q 
98 units all powered 
95 with the famous 
66 units General Electric 
984.995 
SIN G 


Speed Queen sales for the second quarter continue to show the 
same 35°) inerease set during the first quarter. (See chart above.) 


This phenomenal record is not the result of super-selling. It is 
not the result of overflowing prosperity. It is, in the final analysis, 
Mrs. America’s stamp of approval. 


Speed Queen's superiorities are not the conventional run of sales 
“features.” They are definite, visible advantages which are easy fora 
salesman to point out ....and easy for a woman to understand. 


Take the four major features: the Bowl-Shaped Tub. . .. the 
Double Walls ....the Steel Chassis .... and the Speed Queen Safety- 
Roll Wringer - - all appeal to a woman’s practical, everyday sense of 
convenience and efficiency. And she realizes, or soon discovers, that 
they all cannot be duplicated in any other washer. 


If you will think in terms of Mrs. America and ask yourself 
what SHE wants in a washer. ... you'll go after the Speed Queen 
franchise. 


BARLOW & SEELIG MFG. CO. 


RIPON, WISCONSIN 


Inquire also about 


Manufacturers of 
Household Appli- 
ances Since 1908 


the new step-up line 
of Simplex Ironers, 


1930 1931 1989 1983 19934 1985 
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WASHER |MDUSTRY 


Safety-Roll 
WRINGER 


> BOWL- 
SHAPED 
TUB 


DOUBLE 
WALLS 
to keep 
water hot 
STEEL 
CHASSIS 


Construction 


: 
Woy 
| 


